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Rough Proofs 


A. C. Nielsen says only 5% of the 
drug stores went out of business in 
1942, compared with 10% of the 
sroceries. You don’t need ration 
point to do business with the drug- 
gist. 


. 3? 


Probably the Council on Candy 
as Food in the War Effort doesn’t 
expect a customer to pronounce its 
name while munching a between- 
meals confectionery snack. 


_ a ee : 


Midwesterners struggling to keep 
their Victory gardens alive after 
three weeks of continuous rain are 
veginning to realize that maybe the 
farmer doesn’t have such an easy 
time after all. 


v v v | 


“Share your rifle,’ O. F. Moss- 
verg & Sons are advertising, and 
srobably they don’t expect their ad- 
vice to be taken too literally in the 
mountains of eastern Kentucky. 


vgy¥s iy 


“AFM, Transcription Companies 
Fail to Agree,”’ reports ADVERTISING 
AGE. 

The printer can keep that line 
standing. 


A 


“Advertising men are good edi-| 
tors,’ say the blue pencil experts 
of Mechanix Illustrated. 

Thanks, and you're pretty good | 
advertising men, too. 


or AS . 


“Venida, RKO open joint search 

for beautiful legs,” a news story 
ys, and Bob Hope is likely to con- | 
‘lude that his special field is be-| 
oming a bit overcrowded. 


= ee 


Ralph Bennett is worried because | 
Robins Conveying Belt Seery won 
hortened its name to Robins Con- 
eyors Incorporated, with one more | 
etter. And he might have been) 
till more obfuscated if he had noted | 
that the title now has 10 syllables | 
nstead of nine. 


- 2 
Hoard’s Dairyman has just an-| 
lunced the current winners in its | 
nnual cow judging contest, and not | 
ne of them had the advantage of a| 
4siness connection with Milky 


Way | 


=~ Vv 


. editor who is after popularity 
one,” says “The Diary,” “will end 
‘P by being just that.” 

Sul unpopular 


editors seldom | 
‘cal.on at Palm Beach. 
v v v 


,.'@ ter Winchell says the Consti- 
‘Nor declares that all men are 
“Cate equal, a statement that 
ca have been a big surprise to | 
‘ Thomas Jefferson. 


v ’ v 
line on the toilet goods situa- | 
ys, “Demand Greater Than 
? Goulden Decries False 


e could never be a better 
» decry them. 
v ’ v 


Novikoff, rushing to the aid 
tail-end Chicago Cubs, is 


~ the Wrigley battle cry, 
“Ul boys, turn, we're going 
Copy Cus. 


' 


IT POURS 


Miners, Inc., one of the pioneers in the 
leg makeup field, is using the ‘Pour 
Yourself a Pair theme in full-page color 
advertisements in a long list of movie 
fan and confession magazines, and 120- 
line insertions in This Week Magazine 
and The American Weekly, plus drug 
papers. Arthur Rosenberg Co., New 
York, handles the account. 


Cosmetic Houses 


Crowd Into Liquid 


Hosiery Business 


Heavy Advertising 
Budgets Pave Way 
for Expected Boom 


New York, May 19.—Numerous 
cosmetic manufacturers throughout 
the country are priming their ad- 
vertising budgets on the once “fad- 
dish” liquid hosiery in a do or die 
effort to capitalize this summer on 
a field left virtually wide open by 
the dearth of silks and nylons and 
burdened with feeble cotton-rayon 
mixtures or just plain unromantic 
cotton stockings. 

Companies that heretofore placed 
the bulk of their promotional power 
behind such staple items as lip- 
sticks, rouges, foundation creams, 
and skin fresheners, have switched 


a goodly portion of it over to leg) 


cosmetics, while previously amused 
onlookers, after blinking their eyes 
unbelievingly, are now swarming 
into the race. The feminine market 
also seems more inclined to gamble 
on the product now that manufac- 
turers have pledged this 
preparations will not streak, spot or 
disappear in a rain storm. 


Container Trouble 


Although basic 
in the production of liquid hosiery 
are no longer critical and makeups 
have been greatly improved, the 
problem of getting bottles and 
closures is mounting in the face of 
more exigent demands. The War 
Production Board which has been 
beaming happily at the prospect of 
easing the stocking shortage can of- 
fer comparatively little solace in the 
matter of containers. 

Miners, Inc., one of the pioneers 
in the field, in 1938 began market- 
ing “liquid stockings” 

(Continued on Page 42) 
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Voice of the Advertiser 


P&G Builds Up 
Drug Trade Unit; 


Hall Is Manager 


DOING THE JOB 


| Cincinnati, May 20.—Considerable 


\this field at present are Teel and | 


| Sion of the Procter & Gamble Com- | 


Company Denies FTC _ 
Charges of False 


We were willing 
Advertising of Teel 


and able to take 
Wh 


significance from a postwar market- 
ing standpoint is attributed to the 
appointment of an experienced drug 
trade merchandising man to head 
the drug and allied products divi- 


pany, whose principal entrants in 


Drene. meets 
Harold R. Hall, formerly vice- | 


|president of Bauer & Black, Chi- se - 


year’s | 


ingredients used | 


cago, who joined P&G several 
|months ago, is manager of the divi- < 
|sion responsible for drug trade mer- : 
chandising, and is gradually ex- 
| panding his organization by the ap- _ 
pointment of additional executives 
charged with responsibility for the 
development of individual brands. 
Just how soon new products will 
be put on the market for sale! 
through the drug trade is _ not 
known, but it is indicated by com- 
pany spokesmen that a number are 
under consideration for postwar de- 
|velopment. Among these may be a 
‘line of vitamin products, which 


. 
would bring the company into «s Outlines Plans 
|customary competitive position with | 
|Lever Bros., which is now aggres-'| 
|sively merchandising Vimms. 


| Among the new men who will join f W M { 
Mr. Hall in the drug and allied or ar ed 
|products division is John W. Ladd, 

|advertising manager of the United | 

States Building & Loan Association, Control Boa rd 
Chicago, who is scheduled to join! 

P&G June 15. 


PrymoutH DopGe De soro CHRYSLER 


Chrysler Corp. is busy helping win the 

war and will pitch in on postwar prob- 

lems when the right time comes, Presi- 

dent K. T. Keller explains in this new 
copy. (Story on Page 44.) 


Seek Supply-Demand 
Balance, End of 
Black Markets 


DENIES TEEL CHARGES 


Washington, D. C., May 20.—| 
| Procter and Gamble Company, Cin- 
}cinnati, denies in an answer to a 


Federal Trade Commission com- | Chicago, May 20.—Plans for the 


Slim Chance of Essential 
Rating, Four A’s Told 


Increase Duties of 


‘Draft-Proof Personnel,’ 
WWC Speaker Urges 


| 

| New York, May 21.—Words of 
|little cheer with reference to the 
|manpower situation were given to 
the annual meeting of the Ameri- 
can Association of Advertising 
Agencies here yesterday by Brig. 
Gen. William C. Rose of the War 
Manpower Commission, who re- 
ported frankly that while WMC 
recognizes the contribution to the 
war effort which advertisers and 
agencies are making, “there is lit- 
tle possibility that we can justify 
placing you on the essential list.” 

“IT can’t even promise you that 
you won’t be put on the non-defer- 
able list at some future time,” he 
added, “but I believe that if such 
action is contemplated you can 
make a strong case for yourselves.” 
Actually, Gen. Rose said, no addi- 
tions of the non-deferrable list are 
contemplated, and the list itself 
will lose significance as the armed 
|forces absorb almost all physically 
| fit men of draft age, a contingency 
|which the General asserted would 
|take place by the end of this year 
or shortly after. 


Train New Employes 


| “You must consider getting along 
with fewer people,” '.e told the 
| agency executives, “You must grade 
}up as many employes as possible. 
If you now have women as assistant 
| space buyers, as junior copywriters 
‘and in other subordinate positions, 
you must give serious thought to 
| moving them up into positions of 
| greater responsibility. I urge you 
|to do this now—to train new em- 
| ployes and increase the responsibil- 
\ity of draft-proof personnel while 
you still have your primary crea- 
| tive personnel on hand to aid in the 


plaint that it disseminated false ad- | immediate establishment in Chicago | training program. 


vertisements for Teel. jof the War Meat Control Board, 

The company admits that the den-| made up of representatives of the 
\tifrice is without abrasive, and|war agencies concerned with the 
claims that its copy pointing out the | purchase of meat, the price and ra- 
danger of creating cavities through |tioning divisions of OPA and the 
'the use of other products resulted | meat industry, were outlined today 
‘in a reduction of the -amount of|by Wesley Hardenbergh, president 
abrasive used by other leading man- | of the American Meat Institute, at a 
|ufacturers. Of its copy statements,|conference held by the Grocery 


| Although Gen. Rose’s talk sounded 
pessimistic, agency executives 
pointed out that in many cases it 
was reassuring since he asserted 
|that agencies’ personnel is un- 
likely to have its present status 
changed. No request has ever been 
made for placing agency personnel 
on the deferred list and efforts have 


| P&G said they “are properly within | Manufacturers’ Sales Executives to| been directed merely toward keep- 


|the description of trade puffing discuss Army quartermaster food 

which is not unfair nor deceptive in | requirements. 

connection with normal competi- | 
| 


tion.” (Continued on Page 41) 


In announcing the plan which has 


Last Minute News Flashes 


Renews ‘Pleasure Time’ for 5th Straight Year 
New York, May 21.—Chesterfield’s “Pleasure Time,” highlighting Fred 
Waring and his orchestra, has been renewed for the fifth consecutive 


ing them off the non-deferrable list. 
| General Rose answered a series of 
18 pointed questions which had been 
|directed to him by the Four A’s 
with reference to the questions of 
| essentiality, most of which he side- 
| stepped neatly. He made no bones 
|about the fact that in his opinion 
|no agency draft-age employes are 
| safe for long, however, and he be- 
spoke the continued cooperation of 


year by Liggett & Myers Tobacco Company over the full network of| agencies and their clients in carry- 


'the National Broadcasting Company. The program is aired Mondays 
through Fridays from 7 to 7:15 p.m., EWT. Newell-Emmett Company, 
|New York, handles the account. 


Worcester Salt Appoints J. Walter Thompson 

Chicago, May 21.—Worcester Salt Company, New York City, recently 
purchased by Morton Salt Company, Chicago, has appointed the Chicago 
office of J. Walter Thompson Company as its agency. Plans for fall sched- 
ules are now being made. The agency has placed Morton Salt adver- 
| tising since early 1942. 


in England | 


‘Business Papers Get New Ericsson Series 

New York, May 21.—Recognizing the necessity of turning from post- 
war theorizing to the more practical aspects of peacetime products, 
Ericsson Screw Machine Products Company, Brooklyn, is releasing 
through Swertfager & Hixon, New York, a series of advertisements de- 
signed to focus more direct attention on actual postwar products. Copy 
points out how new mass production methods will bring about mass 
economies. The 170-line advertisements will appear in a 


long list of 
| business papers. 


S Chase & Sanborn Signs Whiteman-Shore 


New York, May 21.—Paul Whiteman and Dinah Shore will pinch hit 
on the Edgar Bergen-Charlie McCarthy summer spot for Chase & San- 
born coffee, beginning June 9. The show will continue to be aired over 
the full NBC network, Sundays from 8 to 8:30 p.m., EWT. J. Walter 


20 , Thompson Company, New York, is the agency. 


ing the manpower story to the pub- 
| lic. 


A “Dead Pigeon” 


Howard Coonley, director of the 
conservation division of WPB, and 
president of the Walworth Com- 
pany, told the meeting that concen- 
tration of industry is a “dead 
pigeon,” and asserted categorically 
that standardization and simplifica- 
tion will be used only where they 
are essential to the conduct of the 
war. His talk is reported 
where in this issue. 

Raymond Moley, Newsweek, told 
the group that he has 
decreased interest 
ning during recent 


else- 


observed a 
in postwar plan 
months, but as- 


serted that planning important 
and must be done to insure a free, 
competitive economic system. Busi- 
ness men engaged in war produc- 
tion work are so busy, he said, that 
it becomes the agencies’ duty to act 
as an intelligence unit for thet 
clients in the postwar planning 
process, and furthermore to broader: 
their functions so that they become 
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in reality the voice of business and 
industry and of free enterprise. 
Yesterday’s sessions wound up 
with a review of the war situation 
by DeWitt Mackenzie, AP war 
news analyst, and a reception. 
Allen L. Billingsley, president, 
Fuller & Smith & Ross, Cleveland, 
was elected 
chairman of the 


Four A’s, suc- 
ceeding William 
Reydel, Newell- 


Emmett Com- 
pany, who was 
elected a direc- 
tor-at-large for a 
three-year term. 
Emerson Foote, 
Foote, Cone & 
Belding, New 
York, was named 
vice - president; 
Robert E. Grove, 
Ketchum, Mac- 
Leod & Grove, Pittsburgh, was 
named secretary; and John L. An- 
derson, McCann-Erickson, New 
York, was named treasurer. John 
Benson, president, continues in 
office, having been named to a four- 
year term in 1940, and Frederic R. 
Gamble continues as managing di- 
rector. 

In addition to Mr. Reydel, other 
members-at-large elected were J. 
C. Cornelius, Batten, Barton, Durs- 
tine & Osborn, Minneapolis; and J. 
F. Oberwinder, D’Arcy Advertising 
Company, St. Louis. Continuing 
members-at-large are Leo Burnett, 


A. L. Billingsley 


Leo Burnett Company, Chicago; 
Atherton W. Hobler, Benton 
Bowles, New York; Henry. M. Stev- 
ens, J. Walter Thompson Company, 
New York; Richard Compton, 
Compton Advertising, New York; 
Chester J. LaRoche, Young & Rubi- 
cam, New York; Guy C. Smith, 
Brooke, Smith, French & Dorrance, 
Detroit. 

Members representing councils, 
elected for one year, are: New York 
council, Philip W. Lennen, Lennen 
& Mitchell; New England council, 


Kenneth R. Sutherland, Sutherland- 
| Abbott, Boston; Atlantic council, H. 
|K. Dugdale, Van Sant, Dugdale & 
|Co., Baltimore; Central council, 
W. F. Lochridge, J. Walter Thomp- | 
son Company, Chicago; Pacific | 
council, Dan B. Miner, Dan B.| 
Miner Company, Los Angeles. | 

This morning’s concluding session 
was devoted entirely to war-effort | 
advertising, one of the features be- | 
ing the unveiling of the new OWI 
plan for war-theme advertising to 
help lick inflation, presented by 
Herman Hettinger of the OWI. 

A. O. Buckingham, Cluett, 


body & Co.; Mary Brewster White, 
manager of women’s 
WMC; and William Berchtold, J. 


Walter Thompson Company, repre- 
senting respectively the Advertising 
Council coordinator, the government 
agency involved and the volunteer | 
advertising agency on the woman-| 


full swing in September and which 


Pea- | the copy platform, dealing with ex- | 

|plaining the problem, and empha-. 
campaigns, | sized that the situation is so compli- | 
cated that the greatest care should | 
| be taken in developing copy: 


power project, presented details of | so many connotations that use of the 
the campaign which will get into| word should be avoided wherever 
| possible; 4—Avoid creating fear or 


was reported in detail in the May 10 


& | issue of ADVERTISING AGE. 


Details of the various food cam- | 
paigns now in existence or planned | 
were presented from various aspects | 
by Morse Salisbury, director of the 
information, Department of Agricul- | 
ture, who presented a quick picture 
of the over-all food situation; by Al- 
bert W. Whitman, program coordi- 
nator, Office of War Information, 
who discussed advertising’s role in 
the nutrition campaign; and by Leo 
Burnett, Leo Burnett Company, who 
reported on what a task force 
agency had discovered about the 
problems of the black market. 

In presenting details of a copy 
platform for the anti-inflation pro- 
gram, which has just received gov- | 
/ernment approval, Dr. Hettinger | 
emphasized that the job presents | 
some extremely difficult copy prob-_ 
lems, but asserted that it will be a 
great disservice if some of the more | 
difficult points are glossed over in | 
favor of those which are easier to 
handle. 

He outlined seven basic points in 


1—Explain problem in _ simple 
personal terms; 2—It is always im- 
|portant to end the explanation with 
'a plea for action; 3—“Inflation” has 


WITH 


METAL PROGRESS 


JULY 


COMP é TE BUYING GUlDE COVERAGE 


TOTAL 
CIRCULATION 


20,000 


7301 EUCLID AVE., 
CLEVELAND, OHIO 


OF THE 


The July buying guide issue of Metal Progress will 


offer the broadest coverage of the metal engineer- 


ing factors in the metal producing, fabricating and 


using industries. . . Tested and proved by thorough 


use during the last three years, this buyers’ guide 


section will place your up-to-the-minute list of prod- 


ucts in a convenient, file-size reference for the metal 


industries. . . .An advertisement will gain prestige 


for your products, spotlight attention on what you 


offer this big multi-billion-dollar market and will have 


a life of at least six months. . . . Total circulation— 


20,000. Get the facts today. Metal Progress, 7301 


Euclid Avenue, Cleveland, 


Ohio. 
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AVERAGE FOOD COSTS may be 


Hf current promises are enforced. the cost of lining 
higher than a year 


some of the reasons why milbom of 
are saying, “YES, WE 
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Will you join with ws in seeking the adoption of our program? Write at 
once to President Roosevelt, to your Congressman, to the Office of Economic 
Stabilization, to the OPA and to the WLB urging immediate enactment. 
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UNITED AUTOMOBILE, AIRCRAFT AND AGRICULTURAL 
IMPLEMENT WORKERS OF AMERICA (UAW-CIO) 


© $207 000 000 te Wor Bonds yourty 
© $4,250,000 10 Red Cross ond wer rettet 


. oer 
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While grocer, pry estate and as Siateniaen groups were attacking OPA 
price controls last week, this full-page blast against the federal agency—asking 


support of the UAW-CIO plan of economic stabilization—was run in selected 

dailies in New York, Chicago, Washington, Baltimore, Atlanta, Detroit, Cleve- 

land, Indianapolis, Milwaukee, St. Louis, Dallas and Los Angeles. Copy was placed 
by Ryerson & Co., division of General Publicity Service, Detroit. 


expectation of sharp rises in costs; 
5—Stress that prices can be con- 
trolled; 6—All phases of economic 
stabilization must be linked to- 
gether; 7—Always approach the 
problem positively. 

He also presented seven basic ac- 
tion themes, as follows: 

1—Buy and hold as many war 
bonds as you can afford; 2—Pay 
willingly any taxes that your coun- 
try needs; 3—Pay all your debts and 
avoid making new ones; 4—Provide 
for your own and your family’s fu- 
ture with adequate life insurance 
and savings; 5—Pay no more than 
ceiling prices, buy rationed goods 
only by exchanging stamps; 6—Buy 
only what you need; 7—Don’t try to 
profit from the war. 

The over-all anti-inflation pro- 
gram should be supplemented by a 
number of special campaigns, Dr. 
Hettinger said, and should draw 
sponsorship from a wide range of 
businesses, including banks and in- 
surance companies, war plants, elec- 
trical appliance makers, retailers, 
etc. 


OPA Drops Grade 
Label Demands; 
Up to Congress 


Washington, D. C., May 19.—The 
Office of Price Administration this 
week rescinded its order requiring 
grade labeling of canned products, 
and it was indicated that all future 
grade labeling directives, if any, 
will come from Congress. 

Price Administrator Prentiss 
Brown, after weeks of indecision, 
issued the new order. He had been 
under heavy pressure from organ- 
ized consumer groups and from his 
own labor policy committee (which 
at one point in the controversy de- 
manded the firing of Lou Maxon, 
OPA information director), to keep 


Ever since it was issued in January, 
the order has been the subject of 
heated argument, with food proces- 
sors, Congressmen and newspapers 


marks inherent in the order. 
Although actual grade labeling is 

not required, consumers will still 

have protection against upgrading 


as a means of price ceiling evasion. 
Included with Ceilings 


Under OPA’s new rules, canners 
must continue to grade their 1943 
pack in accordance with the De- 
partment of Agriculture’s grades, 
and canners’ maximum prices will 
be set by grade. These grades will 
not be shown on the label, but will 
be shown on the producer’s and 
wholesaler’s invoice—in keeping 
with industry practice. 

Further, retail community 


dol- 


by OPA in the nation’s principal 
shopping centers, will list canned 
goods by grade, showing the house- 
wife at a glance the grade and 
maximum price of a_ particula! 
brand. 

OPA is still studying method 
by which the grade of a produc 
and its price might be clearly cor- 
related. Among the other method 
studied are (1) posting of grades b 
retailers, and (2) segregation 
merchandise by grade. But bef« 
any alternate method is announce( 
OPA will consult with consume: 
and retailers, the announcement 
said. 

Producers are restrained fro 
packing more than one grade of the 
same canned fruit or vegetable 
under the same brand name with- 
out a distinguishing label to shov 
that different grades are being sold 
under the same brand name. Exis'- 
ing brand names, which signify 
definite quality, are thus used to 
identify the grades on which ceil- 
ing prices are based—the identical 
pricing philosophy which prevailed 
when the market basket price pro- 
gram (AA, May 17) was announced 

Only if a canner wants to pack 
more than one grade under th 
same brand name will any change 
in existing labels be necessary. Tht 
only change needed would be th 
addition to the label of a distin- 
guishing term used only in connec: 
tion with one grade. 


In OPA listings, the trade ter! 
“fancy” will be “A”, the “choice 
or “extra standard” will be “B 


and “standard” will be synonymous 
with “C.” 


— 


Help win the War by using less volume 
of paper but better grades. 


the grade labeling order in force. | 


pointing out the danger to trade- | 


lars-and-cents ceilings, being issued 
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Tix gives way to glass and paper, 
containers double in size. The shortage of 
packaging machinery and paper stock, war- 
time inks and rush printing, often leaves 
little to recognize in old products, familiar 
brands... meantime, strangers crowd the 
shops. And mongrel makes move in on a 
seller's market. Brands that have been a 
generation or more a-building, product 
identities as well known as members of a 
family, trademarks that rank as top assets 
... get lost in the shuffle! And old customers 
can be weaned away unwittingly from their 


past preferences, hard-formed habits, time- 


honored tastes. Keeping still and doing 
nothing for the duration is not the solution. 
Yet you can put your new packages, 
cartons, containers and sizes before fourteen 
‘ million families at one 
4 New ack a eS time, any Sunday—in 
full color, in actual or 
- close to actual size. You can present your 
se present packaging and new product guise on 
pages that get regularly better than seventy- 
five percentadult readership, reach virtually 
ae all children whose 
to or old products a@ es product preferences 
are often an all-impor- 


a tant purchasing factor ...This presentation 


tabl takes place at home, in half the best buying 
so homes of the nation... goes to more than 
~—n twenty percent of the families in over 820 
fe urban markets all better than ten thousand 


vailed in population ... One order, one piece of 
. pro- 


a copy can put your poster-message into the 


hang comics sections of forty great Sunday news- 
tm papers that are successful working media, 
— carrying the retail advertising load in their 
pic own markets—and hundreds of miles and 
hail 


millions of families beyond their local 
market... that sell merchandise to the 
best customers and prospects in America 
every Sunday, year after year! The cost is 
low—comparable to even the best rated 
radio programs! ... For immediate utility, 


and lasting advantage—investigate now! 


Sunday Comic Section Advertising in: Baltimore Sun + Boston Globe * Chicago Tribune 

Cleveland Plain Dealer * Detroit News * New York News * Philadelphia Inquirer * Pittsburgh Press etro 
St. Louis Globe-Democrat * Washington Star * Des Moines Register * Milwaukee Journal 

Minneapolis Tribune * St. Paul Pioneer Press * ALTERNATES: Boston Herald + Detroit Free Press * New York Herald Tribune 


St. Louis Post-Dispatch * Washington Post * OPTIONAL ADDITIONS: Buffalo Courier-Express * Cincinnati Enquirer * Columbus Dispatch 
Dallas News * New Orleans Times-Picayune * Omaha World-Herald * Providence Journal * Rochester Democrat & Chronicle Tou 
Springfield Union & Republican * Syracuse Post Standard * METRO PACIFIC: Fresno Bee + Long Beach Press-Telegram * Los Angeles Times 


Oakland Tribune * Oregon Journal * Sacramento Bee * San Diego Union + San Francisco Chronicle * Seattle Times + Spokane Spokesman-Review + Tacoma News Tribune 


220 East 42d Street. New York + CHICAGO: Tribune Tower + DETROIT: New Center Building + SAN FRANCISCO: 155 Montgomery Street 
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McKesson to Open 
Joint Drive with 


Owens-Illinois 


New York, May 19.—McKesson & 
Robbins this month will initiate an 
aggressive advertising and sales pro- 
motion campaign in business papers 
fer its line of dry pharmaceuticals, 
backed up with full-page magazine 
insertions sponsored by the Owens- 
Illinois Glass Company, Toledo, O., 
for its Duraglas containers. 

The two participating companies 
have advised the trade that this ad- 
vertising means that “for the first 
time an aggressive effort is being 
made to carry the story of an out- 
standing line of dry pharmaceuticals 
directly to the public.” A brochure 


has been prepared in full color out- 


lining details of the drive to retail 
druggists. 

Included in the promotion is a 
window display and medicine cabi- 
net deal. The window display, a 
four-piece center unit in full color 
occupying an area of 44 inches by 
62 inches with six bottle holder dis- 
play cards, is offered free with mer- 
chandise orders for the pharmaceu- 
ticals. The medicine cabinet is de- 
signed as a counter display. 


Tyson Joins Frey Agency 

Franklin C. Tyson, former adver- 
tising manager of the Morris B. 
Sachs store, Chicago, and for the 
past two years copywriter at Erwin, 
Wasey & Co., has joined the copy 
staff of Charles Daniel Frey, Chi- 
cago. 


Co-op Copy Marks 
1943 Campaign 
for Palm Beach 


Chicago, May 20.—Dealer-com- 
pany cooperative advertising comes 
back into the good graces of the 
Goodall Company, Cincinnati, next 
month when the maker of Palm 
Beach clothing will support joint 
company-store efforts with large- 
space advertisements in 38 news- 
papers of 33 major cities and color 
copy in Esquire. 


Goodall abandoned cooperative 


copy last year, depending upon an 
entirely factory-sponsored cam- 
paign, plus free mats, direct mail 
and displays, to merchandise its 
Koolerized summer suits. Sixty- 
eight markets were scheduled for 
the 1942 drive, with smaller-space 
copy appearing at more frequent in- 
tervals. 

The company, however, told its 
sales force last October that it 
would go back to the cooperative 
scheme and the new campaign of- 
fers dealers the chance to split the 
cost of newspaper advertising, half 
and half up to certain percentages 
of purchases, with Goodall. 


For Week of June 7 


The company will support the co- 
operative copy with full pages and 
1,200 lines in newspapers during the 


Doesn't this simplify your advertising problem? Do you 
want to influence the nation as a whole? Do you wish all 
Americans to remember your brand name, continue to 
patronize your dealers, think favorably of your war effort, 


FARM 


Overwhelmingly A 


GRAHAM PATTERSON, PUBLISHER © 


“A Magazine Appealing to All Members of the Family 


believe in the principles that will maintain your business 
“after the war’? 


Many of America’s largest businesses have answered, 
“Yes, make my advertising truly NATIONAL,” and have 
included Farm Journal as one of their primary magazines. 


JOURNAL 


rgest Rural Magazine 
WASHINGTON SQUARE, PHILADELPHIA 


AMERICA’S 


4th LARGEST 
GENERAL’ MAGAZINE 
Makes Your Advertising Truly National 


Of the four largest “general” magazines, only Farm Journal 
addresses itself to rural Americans. The circulations of the 
other three bulk largely among urbanites. 


oe 


CO-OP COPY 


Goodall Co. returns to the use of co. 

operative dealer advertising next month 

with a campaign which also embraces 

magazine space and this company-spon. 
sored newspaper appeal. 


week of June 7. Research has 
shown, Goodall says, that even in 
the deep South, this week is the best 
in the year to push summer clothes 
sales. Although newspapers will be 
given the major emphasis, Goodall 
also has scheduled full-color pages 
in June and July issues of Esquire. 

Dealer aids also will be compre- 
hensive, with a mat service which 
includes individualized advertise- 
ments for several merchandisers in 
a single city. 

Palm Beach suits will be sold at 
$19.50 retail, the same price as last 
year, and compared with $17.75 in 
pre-war 1941. Goodall anticipates 
no surplus stock when the sales sea- 
son ends. 


Copy Stresses Coolness 


Still reminiscent of cigaret copy, 
the new advertising emphasizes 
that Palm Beach garments “average 
22% cooler—by independent tests— 
than 22 other summer suits exam- 
ined.” The fabric contains Angora 
mohair, blended with other fibers 
and woven the Palm Beach “open 
window way,” consumers are told 
Long wear, washability and “an all- 
time-high in cool comfort” are men- 
tioned, as well as economy, and 
Goodall suggests that it costs so lit- 
tle to buy the garments that “you 
can easily afford two or more.” 

Regular suits, formal wear, men’s 
and boys’ slacks, boys’ and students’ 
suits, and Army and Navy officers’ 
uniforms are offered. The military 
influence is reflected in the illustra- 
tions accompanying the text. 

Ruthrauff & Ryan, Chicago, han- 
dles the account. 


Chicago Art Directors 
to Present Awards 


The awards luncheon of the Art 
Directors Club of Chicago wil! be 
held at the Hotel Sherman May 27, 
at which medal awards and certifi- 
cates of honorable mention wil! be 
presented to winners in the recent 
exhibition of advertising art held 
at the Art Institute. Reproductions 
of the winning advertisements will 
be on view. 

Col. Chester L. Fordney of the 
Marine Corps will keynote the meet- 
ing with a talk on “War and Adver- 
tising.” 
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en Rationing and food shortages make _ on receipt of three cents to cover postage 
“% invention a prime ingredient, give every +.. Carolyn Randolph’s column on Child a 
os woman a chance to be her own Edison. Care is concentrating on children’s re- :. 
t- ~~ Freezing orders, sunken ships, Army quirements. The daily Favorite Recipes 
- ! needs, late trains, price complications, bring (2 prizes) are still published . . . Patricia 
+ a daily what-to-do. And where can the | Wentworth, of The Inquirer’s Washington 
rs housewife find help?... Not from mother, Bureau, in her “Wartime Household 
“4 the bride’s old stand-by, because mother Guide” gives up-to-the-minute procedures = 
. ; never met today’s problems before today. for living under war restrictions . .. And 
' Not from old cookbooks with their heaping Friday and Sunday issues have extra space 

tsps. Not from women’s magazines which devoted to food, substitutes, short cuts. 

went to press weeks before the problems arose? Giving more space to the women’s 
art .. + But if theyre lucky enough te live — pages and problems than ever before, 
a : around Philadelphia, they can get a lot helping more women, getting increased a 
i of color, of lift and lowdown, menus that mesh with readership, attention and response . 


the market, from The Inquirer. 


Foon, first of all, is front page news 
with The Inquirer. Rationing rules and 
changes, shortages and supply figure in 
the news columns. But The Inquirer’s 
women’s pages are now all on a news basis, 
meeting today’s problems, offering con- 
crete suggestions for today’s use. 

Budget Meals In Wartime by Mrs. 
Alexander George is another daily feature 
of great practical help .. . Virginia Cheney 
rides herd on rationing rules and changes. 
Ida Jean Kain, dietician, stresses nutrition 
.. « Jane Leslie Kift and Gay Churchill 
guide and advise Victory gardeners, 
answer questions, give advice. The Inquir- 
ers Victory Garden Plans are available 


these Inquirer women’s pages today rep- 
resent unusual value and opportunity 
for advertisers. 


Your product may be out of use and 
out of stock for the time being, but The 
Inquirer can keep it alive. Whether you 
have something to sell, or only a story to 
tell, The Inquirer today can deliver your 
message to the best market in Philadelphia, 
to the women who make The Inquirer the 
best advertising medium in Philadelphia 
for anything. 

Ask your agency or our representatives 
to show you The Inquirer's women’s 
pages . . . and you'll understand why The 
Inquirer has been so successful in selling 
to women, 


NATIONAL ADVERTISING REPRESENTATIVES 


Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis; Keene Fitzpatrick, San Fran 
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Rate of Newsprint 
Use Must Be Cut, 
Publishers Warned 


New York, May 20.—The Ameri- 
can Newspaper Publishers Associa- 
tion yesterday issued a_ special 
warning to members on the news- 
print consumption rate, declaring 
that April consumption of news- 
print was 2% over 1942 and only 
5.1% under April 1941, based on 
reports filed with the ANPA by 
member publishers. 

For the first four months of 1943, 
newsprint consumption decreased 
2.4% under the comparable period 
of last year, and 5.1% under the 
same period of 1941. 

“More disturbing than anything 
else is the fact that the stocks of 
newsprint on hand in newspaper 
plants dropped to 52 days’ supply at 
the end of April in contrast with 56 
days’ supply at the end of March 
1943; 60 days at the end of Febru- 
ary, 1943, and 63 days at the end 
of January 1943,” the report said. 
“This supply of 52 days on hand at 
the end of April 1943, is in contrast 
with 54 days’ supply on hand at the 
end of April 1942. 

“Newspapers seem to be heading 
for an evil day which will come 


soon if steps are not taken immedi- 
ately to bring consumption into 
balance with production. Publish- 
ers, generally speaking, cannot de- 
lay until next week, or next month, 
the important decision involving 
use of no more newsprint than they 
are now able to get, because con- 
tinued use of newsprint out of 
stocks will impair ability to meet 
the unknown developments of the 
future, certainly until this war is 
over. 


Only a “Cushion” 


“Publishers’ stocks have been 
built up as a cushion or reserve to 
be used in extraordinary situations 
and not under normal conditions. 
Last winter we saw bad weather 
affect the transportation of news- 
print from Canada and only the 
other day several mills were shut 
down on account of lack of power 
due to the ice situation. 

“There are a multitude of things 
that can happen which will make 
ample stocks on hand most valu- 
able but there will be only small 
stocks on hand at the end of this 
year if newspapers continue to 
consume newsprint at the present 
rate in contrast with the present 
rate of production under govern- 
ment orders restricting production 
both in Canada and the United 
States. is 

“This situation would not be so 
serious if newsprint was being 
manufactured with stocks growing 
at the mis, but a casual review of 


all recent statistics shows that mill 
stocks generally have been going 
down, and the same thing has been 
happening with the stocks on hand 
in the plants of publishers. 

“Governments can issue orders 
but they do not manufacture news- 
print and the only paper the pub- 
lisher can use is that supply in his 
plant.” 


NEWSPRINT SUPPLY 
JEOPARDIZED—WPB 


Washington, D. C., May 19.—De- 
spite the guarantees of Donald M. 
Nelson which said no WPB restric- 
tions on paper could be expected 
before Oct. 1, some may still be im- 
posed. The reason: many news- 
paper publishers are not respecting 
the 10% cut ordered in January. 

In a joint statement today, W. G. 
Chandler, director, and H. N. Bitner, 
deputy director, WPB printing and 
publishing branch, declared: 

“Failure of newspapers to achieve 
the reduction is largely due to 
circulation and advertising de- 
mands,” the officials said. “Difficul- 
ties of production, and diversion of 
pulp to other industries and for the 
needs of the armed forces, all con- 
tribute to the seriousness of the 
present situation. 

“Therefore, we appeal to news- 
papers generally to accept the re- 
ductions in their current requests 
for additional tonnage which the 
Printing and Publishing Division 
has been forced to make. 


and TOMORROW 


For 27 consecutive months, Sales 
Management Magazine has listed 
Tacoma as a “HI-SPOT CITY.” And 
for the same period Tacoma has been 
tagged a “PREFERRED CITY OF THE 
MONTH.” At the end of 1942, Sales 
Management's Index shows Tacoma 


with a per capita Effective Buying 


Income 28°/, higher than the Wash- 
ington State average . . . 94°/, higher 
than the National average. 


present and 


In the Analysis of Post-War Growth Possi- 


bilities of Metropolitan Counties, made for 
the American Management Association by 
Philip H. Hauser, assistant director, Bureau 
of the Census, the Tacoma area is placed in 
Class A-4—"“those which grew at above 
average rates during the war, with a GOOD 


prospect of retaining their 


growth.” And 


market price. 


that’s a fact] Because Tacoma, today, is ex- 
periencing an industrial diversification that 
ASSURES growth after the war. 


This means two things: (1) If you want 
IMMEDIATE SALES, advertise in Tacoma. 
(2) If you want to build a solid POST-WAR 
market, advertise in Tacoma. 


Your Tacoma News Tribune advertising dol- 
lar is cultivating a DOUBLE market—the 


the future—at a low single- 


EWS TRIBUNE 


_ REPRESENTED NATIONALLY BY LORENZEN & THOMPSON, 


TIMES HAVE CHANGED 


Dow't Buy A New Fur Coat 9 
Velen Vou ill Need One! Please don t 


Ourmooes 


}% buy more 
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There was a time when |. J. Fox, New 
York, “America's largest furrier," paid 
skywriters big prices to risk their necks 
puffing out advertising copy designed to 
sell fur coats. Now a headline used last 
year in newspaper insertions has been 
polished up to read, “Don't Buy a New 
Fur Coat Unless You Really Need One." 
Lever Bros., Cambridge, Mass., used space 
in the Harrisburg Evening News, recently, 
to ask consumers, "Please Don't Buy More! 
Vimms Than You Need,” possibly due to| 


rumors about vitamin rationing. 


“We realize there have been re- 
cent optimistic reports about news- 
print supply from sources which are 
not disinterested. We believe these 
reports are grossly misleading and 
will encourage over-use. As soon 
as a critical shortage occurs, one 
may expect a clamor from publish- 
ers, as well as from paper manu- 
facturers, for increased prices, in 
the scramble for tonnage. 

“We believe that failure to recog- 
nize the urgency of the present cur- 
tailment objective, in the face of 
declining stocks, will inevitably 
jeopardize orderly and continuous 
supply of newsprint, and will lead 
the publishing industry into a crit- 
ical situation where more drastic 
limitations will be inescapable.” 

Publishers of books were assured 
that they need fear no further paper 
restrictions until Oct. 1. Mr. 
Chandler said that further restric- 
tions were not likely, provided pub- 
lishers lived within their allowable 
quotas. Limitation Order L-245, 
issued Jan. 8, fixed the quota for 
each publisher at a maximum of 
90% of the weight of paper con- 
sumed in 1942. 


MAIL PRIVILEGES UPHELD 


Washington, D. C., May 19.— 
Newspapers and other periodicals 
which are forced to suspend during 
the war because of war-born diffi- 
culties will have no trouble regain- 
ing their second-class privileges, nor 
will they have to pay for them, 
under a bill passed by the House 
(H. R. 1004) this week. 

The bill provides that: “No news- 
paper or other periodical publica- 
tion which has been accorded sec- 
ond class mail privileges, and 
which has voluntarily suspended 
publication, or shall hereafter vol- 
untarily suspend publication, for the 
duration of the war because of eco- 
nomic conditions attributable to the 
war effort, shall be required upon 
resumption of regular publication to 
pay any of the fees provided for by 
the act entitled “An act to provide 
for fees for entry of a publication 
as second class matter and for other 
purposes,” approved July 7, 1932, as 
amended, if such newspaper or peri- 
odical publication resumes publica- 
tion prior to the end of the sixth 
month following the expiration of 
the unlimited national emergency 
proclaimed by the President on May 
27, 1941.” 

Before passage, however, the 
House inserted the provision that 
“the publisher shall furnish to the 
Postmaster General satisfactory evi- 
dence that the suspension of his 
publication was because of condi- 
tions attributable to the war effort.” 


$500,000 Fund Is 
Sought for Farm 


Pulp Collection 


War Products Group 
Set Up by Mills 
to Steer Campaign 


New York, May 20.—The na- 
tion’s leading paper manufacturers 
this week officially announced the 
organization of the War Products 
Committee of the Pulpwood Con- 
suming Industry as part of an alj- 
out effort to replenish the sorely 
taxed pulpwood supply by getting 
farmers to harvest additional quan- 
tities of wood (AA, May 17.) 

As the planning moved into high 
gear, donations from sponsors con- 
tinue to come in and authoritative 
sources have estimated that the fina] 
ante might run as high as $600,000 
on an annual basis. At the present 
time the committee is functioning 
on a quarterly basis. 

Frank Block, committee director 
and formerly secretary of the 
American Industries Salvage Com- 
mittee, this week addressed the In- 
land Daily Press Association in Chi- 
cago, as the first step in creating 
positive acceptance among publish- 
ing circles, and in convincing papers 
that pulpwood is not only the mai: 
ingredient of newsprint, but of a 
variety of other wartime essentials 


Containers Get 25% 


About 25% of this year’s pulp- 
wood production will go into the 
manufacture of containers; smoke- 
less powder will account for about 
6%; rayon production about 5%; 
about 5% of this nation’s domestic 
pulpwood goes into newsprint: 
printing papers, books and periodi- 
cals use about 9%; wrapping pape: 
for military and civilian use about 
22%; sanitary toweling and tissues 
9%; Allies and good neighbors 5% 
structural boards 5%; writing and 
fine papers 6%; hospital wadding 
and military waddings of all kind: 
2%. Over 35% of the entire do- 
mestic production of the pulpwood 
and paper industry is now grooved 
directly into the war program, as- 
serted Mr. Block. 

He pointed out that if ever) 
farmer in the pulpwood producing 
states would find three extra days in 
1943 to devote to cutting pulpwood 
no further shortages will develop 
Donald Nelson, chairman of the 
War Production Board, reiterated 
the statement earlier this week. 

H. E. Brinckerhoff, close to the 
pulpwood situation, has been named 
executive secretary-treasurer 0! 
the committee. Other members in- 
clude H. P. Carruth, vice-presiden' 
of the Union Bag and Paper Cor- 
poration; Stewart Copeland, pres'- 
dent, Northwest Paper Company: 
Amor Hollingsworth, president, 
Penobscott Chemical Fibre Com- 
pany; R. W. Hovey, vice-president, 
Oxford Paper Company; H. M 
Kieckhofer, secretary-treasure!, 
North Carolina Pulpwood Company: 
David L. Luke, vice-president, West 
Virginia Pulp & Paper Company. 
James L. Madden, vice-president, 
Hollingsworth and Whitney Com- 
pany; Eustice Paine, president, New 
York and Pennsylvania Company 
and Vertrees Young, executive vice- 
president, Gaylord Container Cor- 
poration. 

As yet an advertising agency 
not been selected. 


Names Irwin Vladimir 


Roburn Agencies, Inc., New Y 
distributor of electronics and @\!*- 
tion parts and equipment, has ‘)- 
pointed Irwin Vladimir & Co., \°™ 
York, to handle its advertising 
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If you can answer all these questions quickly, easily and 
correctly—then you’re a better man than the man who wrote 
them! 


But how many can you answer? Test your knowledge—you'll 
find them interesting and in many cases helpful within your 
own household. The correct answers will be found below. 


>. + 
bir - : 
. 


x 1 y What is the cost of a 1,000-plane bombing raid on Germany? 11 ‘ How long does it take to dry a freshly-painted Army tank? 

he $1,000,000? $14,000,000? $32,000,000? Four minutes? Four hours? Twenty-four hours? 

. 2 : Has your wife ever torn a dress on the jagged end of a clothes What ee ai ateteiad ‘al § : : z 
ng hanger? How can you treat the clothes hanger to avoid such 12 ° at's a good, simple, easily obtainable material for touching 

=a accidents? up the worn spots on your camera? 


, Where did the story of our very first landing on Guadalcanal 13 In what magazine appears one of the first stories on the amaz- 


appear? ing “bazooka” gun, used so sensationally in North Africa? 


* What is a “Convertaplane” ? 


— 
_ 


What's the difference between an M-10 and an M-12? 
How many men will the ME-323, German six-motored power 


glider carry? 407 697 1907 15 * Is a “Mark IV” tank English, German or American? 


How can you guard against failing to turn off your electric 
soldering iron when you have finished using it? 16 Air Marshal Sir Arthur Travers Harris could barely write when 
he was 16. What caused him to learn almost overnight? 


What magazine in a “specialized” field increased its newsstand 


*. . . 4 
circulation by 56% in one year? What invention will prevent ordeals such as that suffered in 


the Pacific by Captain Eddie Rickenbacker and his crew? 


p= 
~ 


Are there any actual, numbered highways of the air yet—like 
U. S. No. 1 for automobiles? 
18 Will there be any possible peacetime use for today’s freakish 


If you had a lot of envelopes to seal and had no machine for 


= & 
oo nx Oo Ol eS WZ 


‘ing 
s in ° tank landing boats and barges? 
ood doing it, what would be better than a messy sponge for doin 
g g g 
lor the i 
3 e job? . 
ee ' 19 + What's the difference between a “PC” boat and a “PT” boat? 
the 10 . How can you open a stubborn jar cap without hammering it 
- on the floor? 20 * Why has MI had a 58% advertising increase within a year? 
0 
in- 
lent 
ot THE FOLLOWING CORRECT ANSWERS ARE FROM THE PAGES 11 + 4 minutes. 
ma OF THE JUNE: ISSUE OF MECHANIX ILLUSTRATED, ONE OF = 12 © Black liquid shoe dye. 
om- THE MOST REMARKABLE NEWS MAGAZINES IN AMERICA: 13 * Mechanix Illustrated. 
“7 14 © An M-10 is an armored tank destroyer. An M-12 is merely 
rer, 1 * $14,000,000. a heavy gun mounted on a light tank chassis. 
fest 2 © Put a beed of solder on the ead. 15 « It isall three. “Mark” is an ordnance term meaning approx- 
imately ‘‘model”’ and is universally used. 
=A 3 © In the June Mechanix Illustrated. In July, 1942, a month 16 
ion before the actual invasion, a small group of Marines hid a * A sudden romance. 
New device on the shore which automatically broadcast tide and 17 © A tiny water-tight radio transmitter sealed to a single fre- 
ny weather data. quency within a plane. This instrument releases a signal 
ice- 4- A“*Convertaplane” is a newly developed plane which uses which can be located as soon as a flier is forced down. 


the best features of the helicopter for starting and rising 18 « Yes—Higgins Industries plans to use them for amphibian 
_ and then converts itself into a regular airplane. ferries, eliminating many dock and warehouse facilities. 
5 * 130. 19 © PT is the *‘Mosquito’’ torpedo boat. PC is a ‘‘ patrol craft’ 
6 * Cuta pilot light into the circuit. sub-chaser. 
7 © Mechanix Illustrated. 20 * Because MI has brought to advertisers a phenomenal and 
\- voluntary increase in audience by making the field of science 
p- 8 * Yes—four of them numbered and named by colors and des- and mechanics as exciting and personal as it actually is. 


Jew ignated ‘Civil Airways’ by the CAA. 


If you didn’t place very high this time,don’t feel too badly. Ed 
9 © An ice cube. 


— Gants and Joe DeLone, MI’s advertising representatives, weren’t 
" 10 © Place it between kitchen door and door jamb and twist. so hot. We wish them, and you, better luck on next month's M.1.-Q. 
y 

A 


MECHANIX ILLUSTRATED 


Published by 
FAWCETT PUBLICATIONS, INC - 1501 BROADWAY, NEW YORK 


CHICAGO e*« LOS ANGELES ° SAN FRANCISCO 
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Army Disclaims 
Any Part in Ad 
Solicitations 


Washington, D. C., May 20.—The 
War Department officially disclaimed 
this week the solicitation of adver- 
tising by publications specializing in 
news of Army matters. 

Some publications have apparently 
solicited on the basis that patronage 
of the publication would be of bene- 
fit to the Army. This, said the 
War Department, is not true. War 
Department approval is not given to 
advertising solicitation by any pub- 
lication. “Reputable military jour- 
nals,” the announcement continued, 
“recognize the necessity for this pol- 
icy and scrupulously respect it.” 


The buying of space, the depart- 
ment believes, is a matter of private 
business between buyer and seller, 
and should be decided as such— 
rather than on the assumption that 
they are of concern to the War De- 
partment or any arm or service of 
the Army. 

Reminiscent of an identical denial 
by the Navy some time ago, the 
Army said that when doubt exists in 
a buyer’s mind about a publication 
which is identifying itself with 
Army matters, inquiry should be 
made of the local Better Business 
Bureau. 


Brown Named Copy Chief 


Donald M. Brown, with the copy 
department of Schwab and Beatty, 
New York, has been appointed copy 
chief of the agency. 


Simplification 7 
fo Continue After 
the War-Coonley 


New York, May 21.—Howard 
Coonley, director of the WPB con- 
servation division, told the annual 
meeting of the American Associa- 
tion of Advertising Agencies here 
this week that despite the end 
of war restriction, simplification, 
standardization and other conserva- 
tion measures are likely to be car- 
ried over into the postwar world be- 
cause they are based on “sound 
horse-sense” principles. 


predicted, “that because of war ne- 
cessities the useless cobwebs that 
gather on the warehouse shelves of 
industry will be swept clear, and 
that it will be a long time before 
they are allowed to gather again.” 

Mr. Coonley emphasized that the 
WPB does not consider all products 
eligible for simplification. “Our 
sole effort,” he said, “is to go only 
so far as is necessary, first to make 
available those products which are 
vital to our armed services, and 
thereafter those that are essential to 
comfort and morale of the civilian 
population.” 


Form of Simplification 


Describing the war model pro- 
gram, Mr. Coonley said that when 
and if it is undertaken it will “in 


fact be an accelerated form of sim- 


CIRC 


POTENTIAL CUSTOMERS 


COUNTS MOST IN NEW YORK CITY 


New York City is one place . . . but certainly not one 
people! One of the amazing facts to come out of the 
last government census was that actually one-third of 


the city's dwellings were 


| or 2-room units. Most ob- 


vious reason: one-third of the city's families had only 


| or 2 persons! 


Such | and 2-person families are negligible prospects for 
many typical home products. i.e. Laundry soaps: (they 
send laundry out), Home cleaning aids; (there's little to 
clean), Home cooking products . . . (they eat out!). 


For advertisers of these products, circulation here is 


largely non-productive. 


On the other hand, New York City has several hundred 


thousand private one-family 


homes... the great ma- 


jority (fortunately for us) being located in Queens and 


Staten Island. 


Naturally, this is where the city's middle-class families 
live, and bring up their children . . . homes in which size 
of family, manner of living, and ability to buy, make for 
better than average prospects. 


In covering the New York City 


market, smart advertisers 


have learned that EXTRA EMPHASIS on these private 
one-family home areas pays extra dividends. 


This, is Balanced Spending! 


FOR EXTRA EMPHASIS ON "PREFERRED FAMILY AREAS" USE 


NEW YORK CITY'S 


HOME GROUP 


Gong Island 


Covering the southern half of Queens (New York City) 


Baily Press 


4 


Long Island Star Journal 


Covering the northern half of Queens (New York City) 


Staten Island Advance 


Covering Staten Island (New York City) 


185,532 


ABC CIRCULATION 


“It will be found,” Mr. Coonley | 


plification.” There is no intenti,, 
he said, to establish designs whj,), 
must be followed by all manufs-. 
turers. Specifications of the ma»i. 
mum amount of material, minim), 
standards of quality and perfor... 
ance, and areas of price range y, |) 
be indicated. 

Within these restrictions, he saiq 
industry may follow its presen} 
practices. He touched the question 
of trademarks, long one of the sore 
spots in the concentration-standarq_ 
ization picture. “While some s,jt- 
able symbol may be required to in- 
dicate that the particular product js 
made in accordance with the wa, 
model program, trademarks anq 
trade names can be continued, ang 
individuality maintained,” he de. 
clared. 

If such a program is invoked, jt 
will not be extensive. It will cover 
such essentials as work clothing 
children’s clothing, underwear, hos- 
iery, safety and work shoes. “While 
at first confined to textiles, prin- 
cipally cotton and rayon, it will in 
all probability extend somewhat 
into the field of consumer durable 
goods,” Mr. Coonley said. 


Concentration is Dead Issue 


Mr. Coonley reinforced the decla- 
ration of Donald M. Nelson, WPR 
chairman, that concentration is a 
dead subject. Simplification, stand- 
ardization, revision of specifications 
and substitution of available mate- 
rials for critical ones are expected 
to accomplish the goals originally 
thought accomplishable only by con- 
centration. 

Of America’s advertising talent 
and media, Mr. Coonley said they 
constituted a “powerful weapon in 
this war. The opportunities for pub- 
lic service on the part of advertising 
are increasing as the war intensi- 
fies.” 

He called particular attention to 
the forthcoming fuel conservation 
campaign, which the conservation 
division will undertake along with 
the Office of War Information, say- 
ing that one of the most important 
aspects “will be the participation of 
national advertisers—not only those 
directly in the building or insulation 
fields, but also other public spirited 
advertisers who are making plans to 
promote this most important phase 
of civilian preparation.” 


Fleming Named WCKY 
Production Manager 


Robert M. 
Fleming, vice- 
A president and 


radio director of 
Harry M. Miller, 
Inc., Cincinnati 
agency, has been 
appointed pro- 
gram and _ pro- 
duction manager 
of Station 
woes, Li. B. 
Wilson, owner of 
the station, has 
announced. 

Mr. Fleming is 
the writer and 


Robert M. Fleming 


/producer of “Let Freedom Ring,” 


WCKY program dedicated by Stokes 


_Industries to the Red Cross blood 


donor service. He is on the faculty 
of the University of Cincinnati Eve- 
ning College, and is a past presi- 
dent of the Advertisers Club of Cin- 


cinnati. 


—_—__ 


"Selling Women While 
They’re Young 
Published by GIRL SCOUTS 
“155 E. 44th Se., New York 
Member of 
THE YOUTH GROUP 
———— : 
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New materials, new design, new tooling, new inventions, new methods of distribution—all 
these things mean closer supervision by Management. 


On the day that the first armistice is signed, Management will take on increased responsibility 
in purchasing, specifying and okaying. 


M 

nd * 

at You who sell to many industries, can advertise your products and services directly and eco- 

wo nomically to the most important Management men in the country with full assurance that 

r0- what you tell them about your product will be read. 

ger 

8. * 

x WHY? | 
Ate Because there is one magazine and one ONLY that is devoted 100% to analyzing, interpret- ai 
ral ing and clarifying the news that originates in Washington, the GHQ of Industry. One 

= magazine out of the 21,425 publications printed in the entire country which is read by every 

af important management executive in almost every Industry in order to keep abreast of what 

a Government is doing and how Government action may affect their businesses. 


* 


Earmark your advertising budget to include a cycle of pages to run regularly , . 
in The United States News when unrestricted paper stock is again available. 


Daniel W. Ashley, Vice President in charge of Advertising 


(\— YHE ONLY WEEKLY NEWSMAGAZINE DEVOTED ENTIRELY TO NEWS OF NATIONAL AFFAIRS 


Edgar Monsanto Queeny, President of Monsanto Chemical Company says: “The United States News 
is MUST Monday morning reading wherever I may be. Covering the national policy news front, 
as it does, it has become literally an operating bible for the industrial executive.” 
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ADVERTISING AGE 


Hotel Advertising 
Continues Strong, 
Says Clayton Hicks 


Sales Managers Play 
Up Essential Role 
of Wartime Promotion 


New York, May 18.—Approxi- 
mately 93% of the hotels belonging 
to the Hotel Sales Managers Asso- 
ciation are continuing to advertise 
and 73% still find personal solicita- 
tion advisable, Clayton S. Hicks, 
promotion manager of the Provi- 
dence Biltmore Hotel, said here this 
week at the organization’s annual 
meeting. 


USE READY-TO-PRINT 
rs 


CALENDAR PAD PLATES 
: © 318 strjes, of ready to- 


ALMANACS: A 


Mr. Hicks hammered home the | ules in newspapers, magazines, 


| necessity for increased use of pub- 


licity within the hotel, as well as 
through advertising and direct mail, 
in an all-out effort to acquaint the 
public with hotel problems so that 
patrons will make advance reserva- 
tions, cancel those which are un- 
wanted, observe check-out regula- 
tions and willingly acquiesce in 
curtailed services. 

Group contacts must be kept alive 
since conventions, banquets and 
other forms of group bookings will 
be an increasingly important seg- 
ment of the hotel business after the 
war, he added. Friendly associa- 
tions of the hotel with organizations 
which sponsor such events provide 
the only link possible in many in- 
stances today. 


Challenge to Management 

“Sales management is_ passing 
through a trying, crucial period. But 
by the same token, present-day con- 
ditions are a challenge to keep the 
ball rolling, so that when the tide 
of business ebbs a _ backlog of 
friendship will cushion the loss of 
the current war-stimulated busi- 
ness,’ Mr. Hicks declared. 

Wartime exigencies have not de- 
creased the importance of news- 
paper advertising and other forms 
of hotel promotion, Charles A. Horr- 
worth, manager of the American 


hotel business papers, radio and 
other media are being thoughtfully 
planned and scheduled. 

Alvin E. Dodd, president of the 
American Management Association, 
urged the sales managers to do their 
best to help convention executives 
hold successful meetings, in spite of 
shortages and wartime restrictions, 
by cooperating to facilitate arrange- 
ments. He also stressed the need 
for planning now to replace depre- 
ciated and obsolete conference 
equipment after the war. 

Warning that hotels as a whole 
are doing relatively little to main- 
tain sales momentum in the post- 
war period, Allan G. Hurst, vice- 
president and general manager of 
the Hotel Knickerbocker, Chicago, 
remarked that convention procedure 
can be stepped up and shortened, 
particularly since the Office of De- 
fense Transportation has never 
contended that they are essential 
to the war effort. 


Lack Elected V. P. 


Frederick R. Lack, who resigned 
from Western Electric Company last 
year to become director of the Army 
and Navy Electronics Procurement 
Agency, Washington, D. C., has been 
elected a vice-president of Western 


ative and accurate: ' . 


The FRANKLIN COMPARY s1>w van euren CHICAGO 


sales managers advertising sched- |New York. 


Hotel Association, told group mem-| Electric. He will resume direction 
bers. Under the guidance of hotel|of the company’s radio division in 


Lucas County 


OLEDO 


TOPS ALL OHIO 


for effective buying income per capita 


(Sales Management May 10, 1943) 
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Toledo 
Akron 
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TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND 


A great industrial city employing 
SO,000 wage earners 
in 530 factories. 


ASSOCIATES 


A great food production 


area—QOhio's richest 
farm lands. 
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FOR DRUGGISTS 


Reichel Displays 
Give Impetus to 
Blood Donor Drive 


Philadelphia, May 18. — Reichel | 
Laboratories, a subsidiary of Ameri- | 
can Home Products Company, 
whose plant is located in nearby 
Kimberton, has initiated an unusual 
promotion campaign in behalf of the 
Red Cross, for the purpose of stimu- 
lating blood donations and making 
it possible to increase the amount of 
plasma being supplied for use on 
the battle field. 

The promotion takes the form of 
a national window display cam- 
paign, in which the cooperation of 
10,000 drug stores is being en- 
listed not only to show the display aoe E Pad 7 
in their windows, but also to serve | SERVICE 
as distribution points for the dis- ETT a OR SE 
semination of information regarding . . , ; 
blood donations and how to make This compelling window display will ap. 
them. pear next week in drug stores of 33 blood 

Reichel Laboratories is devoting donor centers. It is being contributed 
its facilities at present to the pro-| the Red Cross by Reichel Labora. 
duction of blood plasma, and its vores, 


Will YOU give a Pint of Blood 
to save this soldiers life ? 


head, Dr. John Reichel, realizing the 
desperate needs of the Army and 
Navy for this material, decided on 
the window display campaign as a 
means of bringing home to the pub- 
lic the necessity for more generous 
donations of blood. All of the 
Reichel plasma output is going to 
the government. 


view, Northwestern Druggist, South- 
eastern Drug Journal, Southern 
Pharmaceutical Journal, Chain Store 
Age and Apothecary. 

Because of the small sales staff of 
Reichel Laboratories, the sales or- 
ganization of Petrolagar Labora- 
tories, another American Home 


Beginning next week the display Products subsidiary, has been han- 
is to go into drug stores in the 33| dling local arrangements with win- 
centers in which receiving centers|dow display services for the loca- 
have been established. These are|tion of the displays, and the 
limited as to number and location,| distribution of booklets and other 
and hence the window display idea|informative material by druggists 
was developed as best adapted to/to the public. 


the localized nature of the promo-| The objectives of the campaign 
tion. jare not only to increase _ the 
Booklets Give Info ‘iin | number of blood donations, but to 


|inform the public as to the location 

In addition to the window dis-|of the centers of each city where 
play, drug stores will show counter| they are in operation. At present, 
cards carrying pockets containing | according to those familiar with the 
booklets which provide detailed in- problem, many people are in doubt 
formation about the how and why |as to where to go and how to make 
of blood donations and explaining | an appointment. 
how the plan works as far as the It is also said that about one- 
individual donor is concerned, |third of the appointments made by 

Reichel Laboratories, Inc., is sup-| prospective blood donors are not 
porting the drive with advertising| kept, and that one of the ideas 
in the medical and drug press, in| which the display and booklets wil! 
which the plan is described in the| promote is emphasizing the impor- 
following statement: |tance of keeping appointments at 

“Blood plasma transfusions have | scheduled times, thus utilizing fully 
saved the lives of American fighting | the time of doctors and nurses who 
men in this war—will save tens of|are in charge of this service. 
thousands more before victory. At a luncheon in Washington to- 

“This vital blood plasma is made} day, the original design of the win- 
entirely from blood received from|dow display was presented by 
voluntary donors, collected through | Reichel Laboratories to the Sur- 
the American Red Cross. Although | geon-General of the Army. 
the need for blood donations is 
urgent, and has been widely pub- ; 
licized, thousands of additional Wells Joins LSM ing director 
donors are needed each week.| >. neq B * ane New Y fee 
Reichel Laboratories, Inc., has|{0k *©@ Cates, inc., New FOF 4 te 
worked out a plan to make it pos-| ‘he Past two years, has resigne« a 
sible for retail druggists to help the |Join Lennen & Mitchell, New York, 
Red Cross increase its list of blood |#S 4" executive oe and ae 
donors, in the cities where the Red | 4ucer for S. James Andrews, hea¢ 
Cross is accepting blood. of the radio department. 

“Briefly, this plan makes the! “  - 
druggist a part of the blood collec- | Finneran Forms Agency 
tion system, with a minimum of| John A. Finneran, for many years 
effort on his part.” | associated with the New York Times 

The advertising promoting the|and Journal-American, has formed 
plan is appearing in American Drug-|the John A. Finneran Advertising 
gist, Journal of the American Medi- | Agency, with offices at 1475 Broad- 
cal Association, Pacific Drug Re- | way, New York. 


* ‘ 


there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers. 

offers advertisers a new and highly responsive 
) market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


CHICAGO'S MORNING TRUTHpope’ 


Tae Braxnam Comrany, National Representatives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansae City, 
Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 
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* This picture of a bullet-pocked B-24, listing back They pin them up, too, showing that the interests _ ates, out of every 100 soldiers, and over six times as 


to its base somewhere in the South Pacific, battered 
and buffeted but still aloft, is just one of the many 
that have been appearing regularly in Esquire. Per- 
haps on the old principle of the busman’s holiday, 
these pictures have proved to be extremely popular 
with the men in all branches of our fighting forces. 
You’d think they’d be sick of the sight of planes, but 
they clamor for more of these pictures as painted by 
Leydenfrost in hyper-faithful detail and presented 
by Esquire in big full pages with glowing full color. 


and tastes of service men are not limited to girls and 
gags. AB a matter of fact, a recent survey by the 
Army’s |Special Services Division reveals some inter- 
esting data about today’s American soldiers. They 
are notjonly the world’s best paid troops, and best- 
fed andj best-dressed, but also by far the best edu- 
cated. [In their off-duty time 41% of them read 
magaziges, as against 31% who go to the movies, and 
10% who play cards. In this new American Army 


there are almost three times as many college gradu- 


many high school graduates, as there were in our 
World War Army. They have the capacity to think a 
thing through, as well as to fight it out. * In other 
recent and present surveys, we have learned that 
Esquire is now regularly reaching a measurable per- 
centage of America’s armed forces ...... 34% is the 
latest figure. But no survey can measure the degree 
of affection with which this magazine is read and 
regarded by America’s fighting men 


that’s Esquire’s most important possession today. 


] oe Sak Ghee, A FAVORED MAGAZINE OF FIGHTING MEN 
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Air Transport and Newspapers 


Our esteemed contemporary, Edi-;Sunday newspapers 
tor & Publisher, predicts editorially have been able to fan out their cir- 
that the development of air trans- | culations over wide areas, and with | 
port will result in newspapers with/|the advent of cheaper air transpor- 
truly national circulations becom- | tation there is a possibility of much 
ing a reality in the postwar period. | broader distribution of both daily 


This is a possibility of considerable 
significance not only to publishers 
but to advertisers, and hence the 
subject is worth more than passing 
comment. 

While many rather fantastic pre- 
dictions regarding the expansion of 
air cargo service have been made 
recently by aviation enthusiasts, the 
use of the airways for the distribu- 
tion of newspapers seems entirely 
practicable. In fact, while newspa- 
pers with national circulations are 
being seriously considered, maga- 
zines have already gone a step fur- 
ther with plans for world-wide dis- 
tribution, some of which have al- 
ready been put into effect. While 
this program includes production of 
publications overseas, it also takes 
into account fast distribution by air 
from publishing plants in this coun- 
try. Thus improved air transpor- 
tation is the key to magazine ex- 
pansion plans. 

Newspapers have always been re- 
garded as local media, but in prac- 
tice advertisers realize that many of 
them have circulations embracing a 
far larger area than their normal 
trading territories would suggest. 


The Public Health Market 


Who's Who in Advertising 
| Advertising is truly a_ peculiar 
| business, demonstrating as it does so 
|frequently that “competitor” and 
in particular “customer” are often synonymous 
|terms. This observation is induced 
by the considerable volume of mag- 
azine advertising which has been 
|}appearing in the newspapers re- 
|cently, and by the news that WWL, 
|New Orleans, is using an exception- 
and Sunday editions. ‘ally heavy audience-building pro- 
Such a development might change | motion in newspapers and _ street 
the advertising picture in many | Car dash boards in New Orleans, and 
ways, though it is not too much to|!" 4 score of dailies in neighboring 
say that the basic newspaper func- | “tes. This, — believe, 7 perfectly 
tion of intensive coverage of local count one logneni, om ” Goes roel 
: . | cate that in this business a medium 
markets would continue to be a pri- 


' . , |can’t always tell where its business 
mary consideration in the use of|is coming from. 


the medium by advertisers. Never- 

theless, there might well be a Lord Preserve Us 
change in the advertising situation Counting your 

if it were possible to blanket the | they're hatched is nothing compared 
country with a limited number “ preserving your produce before 
national newspapers, such as it is|" ne ip but aon” department 
now entirely possible to do in Great | Store is not concerned. One Sunday, 
Britain. Just how this would af- 
fect magazines, radio networks and | 
other media from a competitive | 
standpoint it would be difficult to | 
determine, but certainly the avail-| | 


| om 


ability of media of this character | ———_— 

, . ; ate ne § | a} } 
would be an important factor in na- | » _ 
tional advertising plans. by ery = at 

This is only one of the possibili-| a. ee - 
den 


5 ede ty Chad 
SAMAM and WILL EATON 


from TRE THOMPSONS 


ties which the postwar era holds for | 
advertisers. Television, facsimile | 
and FM in the radio field, along 
with important improvements now 
being developed in printing, may 
give advertisers many new and in-| |5 ‘Wiwessesn’ 


teresting tools with which to work. 


ail 


a OARBARA BLAKE 


“44, 


we THE SAGO, 


‘ 
ee 


’ 
wwwe EXTER TOBACK 


|recently, it offered victory gardeners 
| personal labels for the jars they are 
going to put up, a la the more con- 
‘ventional book plate. “After you’ve 


That is one reason why the spaded and seeded and weeded and 


chickens before | 


Ad-libbing 


van Der Zee, that he’d be glad to 
have the tanks for public display. 
Tanks, manned by Army crews ar- 
rived, and took up their assigned 
locations in two prominent spots of 
the metropolis. 

However, despite the mayor’s 
acceptance, a slight formality was 
overlooked, that of obtaining neces- 


sary parks department permits, 
which naturally provoked Mr. 
Moses. 


When a Chrysler public relations 
officer learned of the objection to 
the advertising signs, he offered to 
have them removed. But Mr. Moses 
was adamant that the tanks go. The 
tanks went—and so did the adver- 
tising signs. 


A Better Picture 


Indignation was not slow to come 
from some cities after Philip M. 
| Hauser, assistant director, Bureau of 
the Census, analyzed the postwar 
growth possibilities of U. S. metro- 
politan counties (AA, Feb. 1) and 


| kane. 


One of the comments in Wen- | 
dell Willkie’s sensational new book,| American surgical instrument in- 
“One World,” which has stirred|dustry, whose output and facilities 
widespread interest is that the first}have been increased manyfold to 
job to be done in raising living|take care of war needs, is optim- 
standards for submerged races in| istic regarding its position after the 
many parts of the world is an im- | war. 
provement in public health facili- | potential threat, and may attempt 


While Germany may remain a | 


picked and preserved you will want 
these personal labels on your jars,” 
Stern’s said, offering a choice of six 
varieties at 100 for $1. 


Tanks and Advertising 
Using city property for public 


ties. 


of millions of human beings at a 
low level of subsistence and eco- 
nomic efficiency. 

If the United Nations 
a program of increased opportunity 
for the common men of all races 
and nations after the war, then one 
of the first things to be done is to 
improve sanitation and health con- 


ditions. Such a change would of 
itself create new resources of hu- 
man energy and ambition, and 


would be an important factor in en- 
abling countries like China, Egypt 
and India to develop new industries, 
create more wealth and participate 
more actively in international ex- 
change of goods and services. 


| 


Poverty, poor sanitation andj|to recapture the lion’s share of our 
lowered resistance to disease go/| domestic 
hand in hand in keeping hundreds | world 


undertake | 


display of Army ordnance is one 
thing, but when the manufacturer 
of that ordnance nonchalantly tacks 
on “Plymouth - Dodge - De Soto- 
Chrysler,” then it’s time for the 
bugles to blow retreat. 
| And retreat it was, with New 
York’s park commissioner Robert 
Moses ousting the two 30-ton M-4 
tanks from two sites owned by the 
city. Reason for Mr. Moses’ dis- 
pleasure was that at the corners of 
the small fences surrounding the 
tanks wooden signs announced that 
the Chrysler Corporation had man- 
ufactured the vehicles. This, de- 
clared the park boss, was advertis- 
ing, and peremptorily told Chrysler 
“no, tank you.” 

It all began when the Army in- 


market after the war, 
requirements for instru- 
ments, drugs and many other classes 
health and medical products 
should be the greatest in history. 

And of course the trend of the 
times will still further emphasize 
the needs of our own people, in in- 
suring available facilities for the 
care of the sick and injured in the 
postwar period. National policy 
seems to be committed to this pro- 
gram, which should result in con- 
tinued expansion of production for 
the requirements both of our peo- 
ple and those in many other parts 
of the world. Thus public health 


of 


stalled its ordnance show in the 
as a market factor should take on Chrysler building. There was no 
new importance for many classes’ room for the tanks. Mayor La- 


of advertisers. |Guardia wrote Chrysler’s v.p., A. 


among those cities who protested 
their ranking in the list was Spo- 
It was put in Class C-3 by 
Dr. Hauser, as being among those 
metropolitan areas which lost pop- 
ulation or gained very little during 
the war period, but “which have 
fair prospects of coming back be- 
cause of an above average or most 
rapid rate of growth during at least 
one of the two preceding periods.” 

Staunch defenders of the Wash- 
ington state market, the Spokes- 
man-Review and Spokane Daily 
Chronicle, have brought the story 
up to date with pleasanter figures, 
cited in a recently-printed chart. 
The chart lists these accomplish- 
ments: employment Jan. 1 up 28% 
over the 1940 census count; civilian 
population up 21.7%; new capital 
flowing in; and department store 
sales, bank deposits, building con- 
struction, farm income and basic in- 
dustries all reflecting the stimulus 
of war demand. 


Jottings 

An unusual piece of bank promo- 
tion, patterned after a _ railroad 
ticket, is being used by Industrial 
Bank of Detroit. Explanatory copy 
points out that the days ahead will 
bring many perplexing financial 
problems which the bank can help. 
The “railroad ticket” lists various 
way points, in the form of bank serv- 
ices which may be used along the 
route to “safety, security and peace 
of mind.” ... 

Tide Water Associated Oil Com- 


pany is making sure that each em- 
ploye now or hereafter on special 
| leave for active military service has 
jat least $150 in war bonds. 
|company gives bonds of that matu- 
|rity value to each one entering the 
}armed services, and 1,200 are now 
leligible. . . 


Norwich Pharmacal Company has | 
|a “Secretary Sue,” who corresponds | 


|with all the 115 Norwich men in 
service. She sends a general letter 
to all of them every few weeks, 
and replies individually to every 
| letter written to her. . . 


The | 


ee 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from eom- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2169. Where Were the Big Wiys 
on Feb. 22? 


Business Week has issued this 
booklet, which reports on the inter- 
est created among management men 
by the Feb. 6 issue’s report to exec- 
utives, titled “Absenteeism: What 
to Do About It.” On Feb. 22, the 
booklet says, numerous management 
men were at their desks writing 
letters to BW about the report. 


No. 2170. Advertising Looks to the 
Future. 


This is the fourth in Collier's 
series of brochures presenting the 
case of wartime advertising in a 
collection of 73 advertisements 
drawn from the January, February 
and March issues of the magazine 
A switch from war production to 
the postwar theme prevails in this 
new presentation. 


No. 2171. Daytime Serials and Iowa 
Women. 

Station WHO, Des Moines, has is- 
sued this study of daytime serial lis- 
tening in Iowa, conducted by Leda 
P. Summers in cooperation with the 
Office of Radio Research of Colum- 
bia University. Among the conclu- 
sions brought out in the report are 
that approximately one-half of all 
women in radio homes listen to day- 
time serials; there is no recognizable 
“daytime serial listening type;” that 
there is evidence of a closer rela- 
tionship between the amount of se- 
rial listening and the amount of 
magazine reading; and that two 
women out of every five regular lis- 
teners believe that serials help them 
solve their own everyday problems. 


No. 2172. Turning Sales Promotion 
Techniques to New Wartime 
Jobs. 


Dickie-Raymond, Inc. has issued 
this folder, which reviews the com- 
pany’s wartime activities, outlines 
its services and shows examples of 
some of the war-slanted jobs it has 
been doing. 

No. 2173. Boston Newspapers 
Where They are Read, Whe: 
They are Read. 


In this new brochure, the Boston 
Post offers a thorough study of 
Boston newspaper circulation, re- 
plete with maps and charts. The an- 
alysis breaks down the figures and 
shows coverage maps for all papers 
of the city, as well as for morning, 
evening and individual papers, and 
provides data on the city’s primary 
market including a comparison with 
several other large-city markets 


|No. 2121. Performance Maps 
KDKA. 
Station KDKA has issued this 


booklet, which contains a series °! 
|coverage maps picturing the ind- 
vidual results of nine specific radio 
offers made at different times of d: 
with several different types of pro- 
grams. 


No. 2142. It Just Grows and Grow 


The Star Weekly, Toronto, ha 
issued this circulation analysis | 
provinces, major city markets, an‘ 
in cities of 10,000 to 25,000, showin: 
total families, English families, ci! 
culation and per cent of coverage o! 
English-speaking families in th 
| Dominion. 


No. 2117. Summary of the Censu 
of Circulations. 

The Los Angeles Times has issue® 
this study, which presents an analy- 
sis of newspaper reader character!s- 
tics as determined by age, sex, rac 
| occupation, income, etc., and show 

the changes in population charac- 
| teristics made in the past two years 
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Nebraskas Buying Power gary 
at New All-Time High! 


* 


= $ 335,813.985 € 


E74 NNN 
NEBRASKANS HAVE MONEY 
...AND THEY READ THE - 
OMAHA WORLD HERALD Cd. 
S — 
\ 
) ‘ 
y 7* Per.Month 
fy 
D / " - 


(As reflected in 
$142 565,561 f Omaha Bank Clearings) 


Jan.| Feb.| Mar.) Apr. | May | June jJuly | Aug. Sept. Oct. | Nov. | Dec. 


Omaha World-Herald Advertisers Profit 
by Record-Breaking Business Gains 


Up... Up. . . UP—go Omaha bank clearing records! Now, zooming so fast 
that today's totals actually DOUBLE those of only 20 months ago! 


Nothing else so emphasizes the tremendous increase in spending power 


throughout every corner of the 103-county Omaha World-Herald area! 


READ BY 43°/, OF THE 426,683 FAMI- 
LIES IN ALL 93 NEBRASKA COUNTIES Here's one of your great markets. .. |,500,000-strong . . . with more cash 
—AND 10 IN IOWA. 


today than ever before in history . . . available to you through ONE news- 


100%, coveraae of the Omaha metropoli- 
ten area. 

| 
20% +o 100% covereae in 76 counties of paper, at ONE Low Cost! 
the 103. 


DAILY, 193,809; SUNDAY, 184,737—ABC. 6 Months Average Ending March 31, 1943 


"Omaha Borld-Gerald >= 
—y hay : = 7. >y d mel v / | 


LD 


Owners and Operators of Radio Station KOWH 


O'MARA & ORMSBEE, National Representatives: New York - Chicago - Los Angeles - San Francisco 
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Ad Affiliation 
Discusses Clubs’ 
Local War Effort 


Grant Stone Named 
New President of 
International Body 


By S. R. BERNSTEIN 


Pittsburgh, May 19.—At a one- 
day regional conference here yester- 
day, directors of United States clubs 
which belong to the International 
Affiliation of Sales and Advertising 
Clubs concurred 
in the recom- 
mendations ad- 
vanced by Cana- 
dian clubs which 
met in Toronto j 
last week, and @ 
named Grant 
Stone, advertis- 5 
ing manager, 
Cleveland Press, 
as the new presi- 
dent of the Inter- 
national Affilia- 
tion. He succeeds 
K. G. Anderson, 
Walsh Advertis- 
ing Company, Windsor. 


Grant Stone 


Arthur A. Morison, Dominion Life | 
Assurance Company, Waterloo, Ont., 
was named first vice-president, suc- | 
ceeding Peter C. Keischgens, Rich- | 


ards 
cuse, 
Navy. 


N. Y., now serving in the 
Gordon S. Altman, The Nu- 
bone Company, Erie, Pa., was 
named second vice-president, and 
Tom Robinson, London, Ont., was 
named third vice-president. 

Eric Zimmerman, Railway & In- 
dustrial Engineering Company, 
Greensburg, Pa., was reelected sec- 
retary-treasurer, as were Walter 
Kiehn, J. J. Gibbons Ltd., Toronto, 
Canadian treasurer; and Ethel M. 


Whitham, Maple Leaf Milling Com- | 


pany, Toronto, Canadian secretary. 
Directors Named 

Directors representing American 
clubs were elected as_ follows: 
Cleveland, J. Harold Hursh, News- 
week; Erie, Orlo Stevens; Greens- 
burg, William Henry, C. M. Henry 
Printing Company; Jamestown, 
Shirley D. Smith; Johnstown, Lud- 
wig Henning; Pittsburgh, K. E. Kel- 
lenberger, Union Switch and Signal 
Company. 

The meeting started at noon with 
an informal talk by Barry Faris, 
editor-in-chief, International News 
Service, who recently returned from 
a trip to the South Pacific fighting 
fronts and who detailed some of his 
experiences and reactions. 


Advertising Company, Syra- | 


Willard Chevalier, publisher, | 


Business Week, and J. Roger Fisher, 
publicity and sales promotion di- 
rector, Joseph Horne Company, 


Pittsburgh, answered the question, | 
“What Else Will Happen to Adver- | 


tising During the War?”, the first 
from the standpoint of industrial 
advertising, and the second from the 
standpoint of retail advertising. 
Nothing else will happen to in- 
dustrial advertising during the war, 
Col. Chevalier said. Instead, it will 
be expected to carry on, doing the 


In Birmingham 


Of ten most 

popular day- 

time network 

quarter-hours 
Hooper 

4 are BLUE 


NETWORK 
on WSGN 


3 on station "B" 
3 on station "C" 


multitude of new tasks which the| have done a very creditable job of | hopped up with inflation to the eyes 


war has shown it to be fitted for. | 


. es : | 
wartime advertising, he said, and | 


and we have the greatest need for 


Industrial advertising, he said, has| are today using more and better ad-| human services to fill the vast de- 


gone to war and has moved far from | 
its normal function of selling goods. | 
It is now being used for almost 


vertising than ever before. 


Industrial advertising must not 
only continue to perform the many 


mand for unsatisfied wants. We 
must have the proper climate to 
meet this problem; we can’t just go 


everything else, and “a lot of the| tasks it is now performing, but must | on doing the things we did ten years 


Army and Navy E’s flying over} 
American plants today have been 
won, at least in part, through the 
information and stimulation and in- 
struction contained in industrial ad- 
vertising.” 


Has Broadened Function 


As a result of the war, Col. 
Chevalier said, business, advertising 
and the government have all 


learned that advertising has a much 
broader function than merely sell-| 
ing goods in a buyer’s market. It is| 
a line of communication for 
types of messages between maker | 
and user, seller and buyer. Indus- | 


also accept a new challenge looking 
toward the end of the war, he de- 
clared, with particular emphasis on 
convincing business of the necessity 
for getting back into peacetime) 
production just as quickly as pos-| 
sible. Speed will be the one snnane | 
tial in the postwar world, he de-| 
clared, to perform the double pur- | 
pose of avoiding unemployment and | 


|} sopping up excess purchasing power, | 


and thus provide the rudiments of a | 
stable, prosperous economy. 


ago. If they were good ten years 
ago, they'd be terrible now. 


“Start Selling Now” 


“As far as the capital goods in- 
industries are concerned, we must 
start selling now so that users will 
rehabilitate and modernize their 
equipment and their methods so 
that they can start right in on 
peacetime work. And we must do 
everything possible to help make 
present equipment obsolete and to 


“We can’t do postwar planning in| foster the use of new methods, new 


emphasized. “At that time we had 
deflation and unemployment. Now 


all|terms of the 30’s,” Col. Chevalier | machines and new materials which 


are more efficient. 
“Volume markets at lower prices 


trial advertising men on the whole! we have exactly the opposite. We’re | are obviously called for in the post- 


war world. With higher tax an. 
labor costs we can’t deliver good 
at lower prices unless we use th, 
most efficient tools and materia 
that can be secured. And we simp). 
must cut both manufacturing a). 
selling costs.” 

J. Roger Fisher of Joseph Hor), 
Company pointed out that with sa|, 
and special purchase advertisin» 
impossible under present condition: 
retail advertising that is store-wicde 
in its thinking and that sells the jp- 
stitution and its personnel is more 
important than ever. “Everythino 
can and should happen to retail aq- 
vertising,” he said. “It must se}! 
the store and not the item. I can 
visualize some stores actually grow- 
ing stronger in public acceptance 4. 
a result of idea advertising.” 

His idea of the right kind of eur- 
rent retail advertising he character. 
ized as “institutional advertising 
without the false whiskers but with 


“Like thousands of other American families 
we're growing vegetables for the first time. 
And we're doing a bang-up good job of it, too, 


“Better Homes G Gardens 
gave us the tdea of makin 


our food garden do 
double duty! 


thanks to Better Homes & Gardens. 


“When we started planning our garden, like 
most folks, we thought of it in terms of a single 
crop. But in Better Homes & Gardens we found 
a story—“S-T-R-E-T-C-H Your Vegetable Gar- 
den.” It showed us how to make our tiny plot 


zine. 


Better Homes & Gardens 


do double-duty by 


planting so we would get a 


second and possibly a third crop from at least 
half our garden rows. So we're following up 


early peas with sweet corn, sweet corn with 


tainly engineering 
output. 
“The thing we 


spinach, early beets with squash and these 
prize carrots with Chinese cabbage. We're cer- 


our garden for maximum 


like so well about Better 


Homes & Gardens is the way it follows our 
gardening problems month by month, straight 
through the planning and growing seasons. 
We're surely getting the most from our food 


garden—thanks to 


Better Homes & Gardens.” 


66 
ee 


‘ee 


America’s 


Family-Service 


. thanks to 


ee §=Better Homes & Gardens’ 


That's the statement of home-loving Americans 
everywhere. For today Better Homes & Gardens 
is the greatest mass home-service family maga- 
It is an intimate adviser to its readers, 
helping them step-by-step in the adjustment 
of their family life to wartime living. 


Home M 


In everything that affects home living today— 
meal planning, home maintenance, gardening, 
home furnishing, child c 
Gardens is regarded as the friendly authority. No 
wonder its reader intensity is up 24% over 1941. 


are—Better Homes & 


agazine 
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a hell of a lot of ideas.” He cited 
numerous examples in both the re- 
tai] and national fields of idea ad- 
vertising, and pointed out that in 
his own store’s case, a 3-inch, 2- 
column advertisement in one paper 
a year ago, asking for discarded fur 
coats to make vests for seamen, 
produced 138 coats in two days. 
Despite the fact that only a couple 
of small advertisements have been 
run on the subject since, nine fur 
coats were brought into the store 
this week, a year after the adver- 
tising originally appeared. 

“To the victor belongs the 
spoils,” Mr. Fisher said, “and to the 
advertiser with ideas belongs the 
business.” 

Edwin Andrew, vice-president, 
Fuller & Smith & Ross, Cleveland, 
told the convention that “manage- 
ment has discovered in you adver- 
tising men a lot of hitherto un- 
known talents and abilities and you 


now have an opportunity to widen 
your scope and influence,” embrac- 
ing not only the advertising func- 
tions, but the underlying company 
planning and imagineering. In a 
sense, effective and dramatic adver- 
tising themes almost build them- 
selves, once this planning and im- 
agineering has been done well, he 
said. 
Government or Industry? 


Pointing out that business men 
who view the postwar period merely 
as one of self-preservation are 
standing still in a moving world, 
Mr. Andrew quoted the Livingston 
report on postwar production and 
employment problems and said that 
the only question about who would 
employ the 45% more employables 
who will be available after the war 
is, will it be the government or pri- 
vate industry? 

“There is no need to defend pri- 


|vate enterprise if individual busi- | Bolton, director of campaigns, Of- 
/nesses do their stuff,’ he said. “The| fice of Defense Transportation; 
| problem of employing 45% more| Ralph D. Allum, associate director, 
/people won't be solved by viewing | Advertising Council; and Earle 
with alarm or quoting hidebound| Pearson, general manager, Adver- 
theories; it will be solved if each in- | tising Federation of America, dis- 
dividual business develops it’s own | cussed the need for developing more 
method of employing 45% more|intensified and coordinated war 
men than it employed in 1940.” effort activity at the local level. 
Glittering generalities about great | Voluntary Aid Important 


things on the way—waving the flag | 3 
about your war production job—| Mr. Bolton pointed out that more 


Penn-Central 
Airlines Begins 
Extended Schedule 


| Washington, D. C., May 18.— 
|Pennsylvania-Central Airlines Cor- 
poration has begun an extended in- 
stitutional advertising campaign 
through its’ recently appointed 


these things do not necessarily mean 


that you can sell your postwar 
goods, he said. It is the imagineer- 
ing On peacetime products and 


peacetime production by individual 
companies that will count, and these 
problems are just as much the prov- 
ince of the advertising man as is 
the advertising itself. ‘“‘We should 
be missionaries to our own com- 
panies as well as for them,” he said. 

After a review of the war effort 
activities of member clubs, Paul H. 
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AFA 
‘local war effort groups in 200 cities| will run well into 1944. 


| 


agency, J. Walter Thompson Com- 
pany, New York. 

Featuring the theme “Skyway to 
America’s Victory Cities,” full page 
insertions will appear in Time every 


and more attention is being devoted 
to local tie-ups in Washington, and 
also declared that voluntary activity 
on the part of advertisers, agencies 
and media in supporting govern- 
ment information campaigns will 
probably be more important now 
than ever before, since many war 
agencies are going to have smaller 
budgets for promotional activities, 
printing, etc. This means that ad- 
vertisers and advertising interests 
will have to carry the load more 
and more. 

Mr. Allum briefly reviewed the 
activities of the Advertising Coun- 
cil, and pointed out that while the 
Council has had to confine itself 
largely to national projects hereto- ii 
fore, OWI has now asked it to de- , 
velop more material for use locally. 
OWI has agreed to make available 
packages of war effort material, he 
said, including radio scripts, news- 
paper advertisements, 24-sheets and 
other material, as well as suggested : 
local organization charts. saloon teagan 

Mr. Pearson revealed that the)! 

AFA’s annual convention in New | PENN sy MORN iA @ENTRALMiRiines 
York June 28-30 will devote at| , 

least one full day to local level war | 

effort activities, and also reported | fourth week, to be closely followed 
on the war work of some member | by page advertisements in the indi- 
clubs. He told how the Advertising | vidual “Victoryized” city. 

Club of Houston last year raised! Copy will salute the city and its 


Deo you know this American Herery City” 


The City thet put te Workd oa W heels 
the Areewal of Deon rene. 


* 


|and spent a fund of $66,000 for local people for their contribution to the 
| war 


effort advertising, reporting| war effort, and will be adapted for 
that this year the fund will prob-| use in smaller on-line cities of the 
ably total $150,000. |company’s routes. With about 13 
Reminding his listeners that the| cities to be designated as an “Amer- 
has been asked to organize | ican Victory City” the campaign 


without established advertising| First city singled out was Bir- 
clubs, he asked the Affiliation to|mingham, Ala. Next on the sched- 
take on the task of handling 20 of | ule will be Detroit, with an inser- 
these cities in the Affiliation’s terri-| tion in Time of May 24 honoring 
tory. | that city, to be followed by Wash- 


—_—_—— |}ington, D. C., and others. 
Herb Beaven Promoted | — ‘ 

Herb R. Beaven, an account ex- Marvin Elects Greisdortf 
ecutive for Brisacher, Davis & Van| Myron Greisdorf has been elected 
Norden’s Los Angeles office for nine | vice-president in charge of sales and 
years, has been made a vice-presi-| personnel of Marvin Envelope & 
dent of the agency. Paper Company, Chicago. 


20,092 PRESIDENTS 


There are 20,092 company presidents reached by Dun’s Review 
each month. A name-by-name analysis—below—shows that they 
are the heads of the active companies throughout industry and 


business. 


Dun & BrapbsrrReer ratings All Othe 
$125,000 $20,000 under $20,000, 
fo ove) to not vated 
$1,000,000 $125,000 ol V.O Tot 
Manufacturing 6,189 3,005 2,893 12,147 
Wholesaliag 2,077 1,838 1,276 5,191 
All Other 

(retail, transportation, 

etc.) 417 1st Og2 1,24 
Banking, Insurance, 

Financial 1,464 1,404 
Torats 8,052 5. ‘4 fy 5 , )2 
In addition, among the more than 39,000 other executives, there 
are 2,628 Owners, Partners, and Chairmen; 2,150 Vice-president 
2,195 Treasurers; 2,752 Secretaries; distributed approximately as 
above. 

These executives are associated with 26,310 manufacturers; 12,367 
wholesalers; 4,630 banking, financial and insurance compan 
4.457 miscellaneous. 14,032 of the manufacturing compan 

rate | over $125,000. It is believed that these represent me 
than 83° of the top-rated manufacturers of the country. 
Detailed breakdown of circulation, by turk 


ness, available. 


DUNS REVIEW 


PUBLISHED BY BRADSTREET IN ¢ 
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Kaufman Adds Six 

Henry J. Kaufman, Washington, 
D. C., agency, has been appointed to 
handle the accounts of the following 
companies: Simon Distributing 
Corporation; Mayer Furniture Com- 
pany; Biow Associates, Inc.; Secur- 
ity Plate Company; Transport Re- 
search, Inc., and Markovitz Bros., 
Philadelphia. 


Agency Adds Two 

Richard Whitmore and Frank 
Haas have joined Lake-Spiro-Shur- 
man, Memphis, as time buyers. Mr. 
Whitmore was formerty in charge 
of radio for the Wm. B. Wisdom 
agency, and Mr. Haas was formerly 
in the radio department of Ruth- 
rauff & Ryan, New York. 


Lillian Zatt has been appointed 
acting publicity director for Station 
WNEW, New York, succeeding Jack 


Banner, who recently reported for | 
duty with the U. S. Maritime Serv-| 
ice. 

| 


EMPLOYEE | 


IDENTIFICATION BADGES 
TRANSPARENT IDENTIFICATION 
CARD CASES 
Write for Catalog 
ST. LOUIS BUTTON COMPANY 


Manufacturers 
415 LUCAS AVE. 8ST. LOUIS, MO. 


No More Reserves; 
U. §. Manpower 
to Be Allocated 


Shortage Now Acute, 
Appley Tells House 
Organ Editors 


New York, May 18.—The nation’s 
sorely depleted manpower supply 
must now be evenly allocated and 
distributed, Lawrence A. Appley, 
executive director of the War Man- 
power Commission, yesterday as- 
serted at a luncheon meeting of the 
National Council of Industrial Edi- 
tors Association, which is holding a 
wartime conference here this week. 

There are no more reserves, he 
declared, and the situation requires 
control of the common manpower 
pool, the amount of administration 
necessary depending upon the co- 
operation which the public gives the 
government agencies charged with 
responsibility of regulation. i 

“If industry and labor are willing 
to exercise voluntary controls with- 
in the framework of government 
policies and standards, a minimum 


| of administration by government is 
|required and the success of volun- 
tary manpower programs is as- 
sured,” Mr. Appley pointed out. 


Plans Subject to Changes 


| In answer to suggestions that both 
|industry and labor would be in a 
|much better position to make plans 
if WMC would make up its mind in 
relation to manpower needs, he said | 
the conditions of war are such that | 
minds cannot be made up and “all 
of our plans and estimates are sub- 
ject to certain changing conditions,” 
namely military casualties, physical 
standards required of armed forces, 
regulations on deferments of special 
groups such as farmers, and chang- 
ing production requirements. 

Of the 22,000,000 men between 
the ages of 18 and 37, inclusive, 
approximately 14,000,000 can meet 
military physical standards and 10,- 
900,000 of them will be in one of 
the services by the end of 1943. An 
additional 1,500,000 will be deferred 
for agriculture besides those already 
deferred. More than 1,000,000 have 
been deferred of the 1,600,000 for 
non-agricultural deferments, leav- 
ing only from 300,000 to 400,000 to 
be occupationally deferred out of 
those who are now deferred for de- 
pendencies. 

Whereas 1942 was the year of 
achievement in production processes 
and techniques, this year will be the 


| 


one for the full conversion of man- 


power to the war program, observed 
Clyde M. Vandeburg, deputy direc- 
tor of the Office of War Information, 
at the same meeting. 

“Adequate preparation was made 
for plants and machinery, but none 
for the people who were going to 
work them,” he said. “That is the 
reason why absenteesim made the 
headlines and why the problem 


|must be taken right out of Wash- 


ington and put back where it be- 
longs—in industrial plants.” 


Reporting System Begun 


One plant or even a group of 
them cannot solve the problem un- 
less they draw in the entire com- 
munity and the “pattern of life’ in 
the community is matched to that 
of the plants, declared Mr. Vande- 
burg. The first steps have been 
taken on a decent industrial report- 
ing system through which the 
achievement of American industrial 
equipment in action will be re- 
ported to labor, industry and the 
people, he added. 

Merrick Jackson of Western Elec- 


tric Company, and newly elected | 


president of the Association, at to- 
day’s concluding session said, 
“Never was there a more important 
time in history than the present 
when management and labor must 
unite. The employe house organ is 
an important tool in promoting 
unity between management and 
labor and the NCIEA is pledged to 
do everything it can to carry out 


Pants or Petticoats...they’re still the Buyers 


SOME HIGH-LIGHTS FROM 
JUNE COMPANION 


THE 


Women have asked us how to keep menus 
appetizing, with the shadow of a ration 


book over every table. 


section concentrates on 


of making foods taste good— making chefs’ 
dishes out of plentiful staples. The Good 
Looks section features a week's keep-fit 
menus, with calories all counted—tips on 
how to keep up strength without gaining 


weight. June styles take on a global note, 


with smart summer 


Washington official and diplomatic circles. 
Also in June—“Y our Post-War Home” — 
first of three articles telling about some of 
the miracles which American industry is 
developing to lighten the job of homemak- 
ing for women after the war. 


So the June food 


the art and science : 


' h 


fashions worn in 


O matter how they dress—they’re still America’s 


home-makers and buyers. 


Advertising markets look like that today, right across 


the country. 


Women are doing men’s jobs, as well as their own—and more 


than ever doing the budgeting, buying and brand name 
remembering, for America’s man-minus families. 


It takes a lot of study these days for the woman to run the 


elp in all her daily war-time problems. 


domestic war front practically alone. She’s eager for ideas, 
helpful guidance, information. No wonder she’s turning to 
women’s service magazines as never before! For only in a 
woman’s book can a woman find complete understanding and 


Right now, too, she’s your key contact with the public— 


for sales today, as well as for keeping your name and trade-mark 
alive while millions of men are moving out of selling range. 


So whatever your war-time product or post-war plans— 


keep your Buyer-in-Chief informed and sold. Keep contact with 
the woman—in the magazines edited especially for her. 


ompanion 


UNDERSTANDING WOMEN IS OUR FULL-TIME J0B 


—— 


unity in these critical times.” 

The group elected the following 
vice-presidents: A. E. Greco 
Youngstown Sheet & Tube Com_ 
pany; Miss Price N. Page, associate 
editor of Factory Management ay; 
Maintenance, New York; Fred Coon- 
radt, Douglas Aircraft Company. 
Santa Monica, Cal.; Frank Spauld_ 
ing, Poole Bros., Chicago; and K, R. 
Tuttle, Stanley Works, New Britain. 
Conn. E. F. Phillips Jr., Standard 
Oil Company of New Jersey, was 
elected treasurer, and Clement F. 
Trout, Oklahoma Agriculture and 
Mining College, Stillwater, Okla. 
secretary. 


Laskinlamb Contest 
Closes May 30 


Entries in the contest to select the 
best illustrations of laskinlamb com- 
bat suits, as used in advertisements 
for any product, closes May 30. 
Sponsored by the  Laskinlamb 
Institute, New York, the competi- 
tion is open to advertising agencies, 
advertisers, art directors, photogra- 
phers, commercial artists and pho- 
tography agencies. 

Among the advertisers who have 
entered the contest with advertise- 
ments using illustrations of the suits 
are Bendix Aviation Corporation, 
Aluminum Company of America, 
Talon, Inc., Bausch & Lomb, Her- 
cules Powder, Liggett & Myers and 
Ethyl Corporation. Agencies entered 
include Buchanan & Co., Fuller & 
Smith & Ross, Charles L. Rumr'i!! 
|Company and Newell-Emmett Com- 


“pany. 


| Mercer to ‘Confectioner’ 


| Edgar P. Mercer has joined the 
Manufacturing Confectioner, Chi- 
cago, as associate editor. He was 
|formerly on the editorial staff of 
_the Chicago Daily Drovers Journal 
and Harris-Fox-Hoffman Publish- 
ing Company, New York. 


Voss Joins CBS 


George Voss, formerly assistant to 
the radio director of Lennen & 
Mitchell, New York, has joined the 
Columbia Broadcasting System as 
an assistant director. 


: i ie 


NOW 

5,000 WATTS 

DAY & NIGHT - 600 KC 
The Only Columbia 

| Station in Maryland 


PAUL &. RAYMER CO. Nat'l Sales Representative 
WEW YORK . CHICAGO . SAN FRANCISCO - LOS ANGELES 
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one sure way {to 
make a woman love you 


Quickest way to a woman’s heart is through her children. Any- 
body’s children. Drag a baby into a powder room gabfest and the girls 


will even stop talking about Margie’s new hat and Susan’s new mink. 


That’s why you'll find so many women, so many young mothers, 
devoted readers of The New York Times Magazine. Kids are part of 
the interest-formula that makes this Magazine such a popular part of 
the Sunday Times. Every week Catherine Mackenzie talks sense about 
children in her “Parent and Child” department. And children romp 
through the rest of the Magazine’s pages with women-appealing 


frequency. 


Bye Ne CARRIED EXCLUSIVELY BY THE NEW YORK TIMES INTO OVER 800,000 HOMES EVERY SUNDAY 


And what makes this Magazine important to women makes it 
important to you. How important this one fact will tell you: advertis- 
ers make the Sunday Times, which carries this Magazine exclusively, 


the biggest Sunday advertising medium in the country! Let us tell you 


more. 
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The Honorable William O. Douglas, Associate Justice of the Supreme Court 
and the Honorable Daniel W. Bell, Under Secretary of the Treasury, congrat- 
ulate Norman Rockwell for his inspired painting of Freedom of Speech. 


Mrs. Henry 


A. Wallace and Mrs. Harlan F. Stone, two of the twenty 
patronesses for the Washington Premiere, view the exhibition of Post 
illustrations to be awarded to War Bond purchasers. 


> 


Washington [hrongs Inspired at World Premiere of 


WAR BOND SHOW 


Mrs. Claude R. Wickard, wife of the Secretary of Agriculture, 
studies the inspiring faces of Rockwell’s Vermont neighbors in 
his painting of Freedom of Worship. 


Charles B. Dulcan, Sr., Vice-President and General Manager of 
The Hecht Co., Washington, expresses his complete approval while 
discussing the success of the War Bond Show with artist Rockwell. 


vip 
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New YorK OPENING, FRIDAY, JUNE 414 


Watch for Announcement 
of Arrival in Your City 


PENING June 4th in Rockefeller Center, 

the thrilling U. S. Treasury Department- 
Saturday Evening Post War Bond Show con- 
tinues its tour of the nation’s cities. 


World premiered in the nation’s capital, 
Norman Rockwell’s originals of the Four 
Freedoms attracted thousands who saw, for the 
first time, these pictorial representations of 
the meaning in the President’s historic words. 


Crowds thronged the picture filled aisles 
of the Hecht Department Store to witness the 
first public showing of famous Saturday Eve- 
ning Post illustrations and cartoons. 


War Savings Bond and Stamp purchases 
exceeded all previous records at The Hecht 
Co.—whose Vice-President and General 
Manager, Charles B. Dulcan, Sr., received a 
citation by the U. S. Treasury Department 
for the store’s previous record in the sale of 
War Bonds and Stamps. Crowds came to sign 
the President’s Freedom Scroll —to see the 


exclusive display of miniature uniforms of 


World Wars I and II—to take advantage of 
the opportunity to secure an original Saturday 
Evening Post illustration, cartoon or author's 
manuscript. 


New Yorkers and visitors to New York are 
urged to attend the Four Freedoms War 
Bond Show in the magnificently modern 
International Building at Rockefeller Center, 
Friday, June 4th, through Sunday, June 13th. 
It will be held under the auspices of The Fifth 
Avenue Association, Inc. Stars of stage, screen 
and radio will be there to entertain you. 


Watch for the arrival of Norman Rockwell’s 
original Four Freedoms paintings in your city. 


Now On The Four Freedoms 
War Bond Show Schedule 


Rockefeller Center, New York City—June 4-15 
Wm. Filene’s Sons Company, Boston—June1 9-2 
The William Hengerer Co., Buffalo—July 14-2! 
Sibley, Lindsay & Curr Co., Rochester—Aug. 2-7 
J. L. Hudson Co., Detroit—Sept. 27 to Oct. 9 
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The Under Secretary of the Treasury and Mrs. Bell preview Rockwell’s 
original paintings of the Four Freedoms prior to Mr. Bell’s address 
delivered over a national network to the World Premiere radio audience. 


With rapt, studied attention, thousands of everyday folks viewed the first 
public exhibition of original paintings by famous illustrators that have 
appeared in The Saturday Evening Post. 


Madame Wei and his Excellency, the Ambassador 

from China, were among the representatives of 

the United Nations attending the opening of the 
Four Freedoms Show. 


The Bond Counter at The 
Hecht Company, Washington, 
manned by the War Savings 
Staff working to capatity as 
soldiers, sailors and people in 
all walks of life invest their 
dollars to help preserve the 
Four Freedoms. 


Mrs. Ted R. Gamble, wife of the Assistant to the 

Secretary of the Treasury, adds her name to the 

Freedom Scroll to be signed by War Bond and 
Stamp buyers and sent to the President. 


. 
— 


ila 


Harold N. Graves, Assistant to the Secretary of the 
Treasury, and supervising official of the War Savings 
Bond Program, heartily peti the War Bond Show. 


Capacity audience listens to Justice William O. Douglas, 
Daniel W. Bell, Norman Rockwell and Lowell Thomas 
in 139 Station Broadcast of War Bond Show opening. 


Lowell Thomas chats with Mr. and Mrs. Norman 
Rockwell before broadcasting the War Bond 
Show opening to the nation. 
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> FOUR FREEDOMS WAR BOND SHO 
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. () U.S. Treasury Department and The Saturday Evening Post 
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Make-up Man Gives 
Mother a Shock | 


To the Editor: Please note at-| 
tached telephone conversation from | 
The Saturday Evening Post. 

If you think you’ve got trouble 
getting food these days, how about} 
this poor, grey old mother? 

I can’t say I blame her for her | 
rather wistful suggestion to “stop! 
and eat something on the way | 
home,” but I doubt that it will help | 
much. 

By the time Junior and his 300 | 


. million folks fought their way into 


Stouffer’s or Howard Johnson’s | 
these days their hats and coats | 
would be so bashed and torn they’d | 
just throw up their hands and 
mumble, “the hell with it—let’s go | 
on back to Europe.” 

At any rate, you can’t deny that | 
the make-up man on the Post has a 
well-developed sense of humor. 

RICHARD B. NEFF, 

J. M. Mathes, Inc., New York. 


a Pe 


Says Dealer Groups 
Were the Vital Factor 


To the Editor: A few days ago we 
received the proof of the story you 
ran on May 10 concerning auto- 
mobile dealers and their wartime 
problems. 

Had time permitted, we would 
like to have commented on the 
article before its being published, 
and could have done so, we believe, 
to the benefit of all concerned. 
However, we received it only two 
days before the date of publication. 

The article is very exhaustive and 
goes into a great deal of detail, but 
failed entirely to emphasize what, 


to us, is the most important factor | 


in the whole situation, namely that 
dealers helped themselves more 
than anybody else helped them. 

I have no desire to minimize the 
good work done by many manufac- 
turers or persons in any of the gov- 
ernment agencies, but I submit that 
the dealers’ own organizations did 
more to maintain the necessary sta- 
bility of the industry than any other 
single force, and we greatly regret 
to see that this fact was ignored en- 
tirely in any such discussion. 

RAy CHAMBERLAIN, 

Executive Vice-President, Na- 

tional Automobile Dealers As- 

sociation, Washington, D. C. 
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Another Thought Wave 
To the Editor: 


among advertising men. 
the two attached 
definitely point to thought trans- 
ference. 

Our ad entitled “Treat It Right” 
appeared in the March issue of In- 
dustrial and Engineering Chemistry 
and upon thumbing through the 
pages of the April 25 issue of the 
Chemical and Engineering News, I 
ran across the Infilco ad entitled “A 
Raw Material.” 

Apparently our thoughts were 
running in the same channel at just 
about the same time. It seems to 


Perhaps there is|which has been of some conse- 
such a thing as mental telepathy| quence in the past by supplying 
At least, | suggested material and layouts for 
advertisements | 


|the government department in 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


HOOK-UP 


“I'm bring 


jotks bere to donner!” 


Mo rinlbicn 


The make-up man arranges a surprise 
for mother in this Saturday Evening Pest 
page, which shows the soldier in the 
Northern Pacific advertisement telephon- 
ing the news that he's bringing 300 mil- 
lion folks home to dinner. Mother, in 
the cartoon at the bottom, makes the 
sound suggestion that he stop for some- 
thing to eat on the way home. 


be just a matter of which one 
selected the best picture of water. 
HARVEY W. BLANKENSHIP, 
Advertising Manager, Graver 
Tank & Mfg. Company, East 
Chicago, Ind. 
, FF & 


‘Single Thought’ Again 

To the Editor: Add coincidences 
—two make-up men with but a 
single thought. Ryan Aeronautical 
Company and Boeing Ajrplane 
Company both used Page 3 of their 
house organs to publish virtually 
identical layouts on the same sub- 


ject. [Greetings from Gen. H. H. | 
Arnold.] The two magazines came | 


|off the presses within a few hours | 
|}of each other. 


KEITH MONROE, 
Editor, “Ryan Flying Reporter,” 
San Diego, Cal. 


vgy¥seyY 


No ‘Local’ Gap in | 
War Effort Drives 


To the Editor: In an article cap- 
tioned “Huge Womanpower Cam- 
paign ...” on Page 1 of your May 
10 issue it says in part, “These cam- 
paign guides will also plug a gap 


local advertising.” 

Someone ought to wake up! 

Without all the typical and con- 
tinuous fanfare, we have spent well 
over $100,000 of our own money in 
the preparation and distribution of 
about 500 full pages of local adver- 
tising to 4,450 newspapers support- 
ing every important government 
campaign. 

Further, the local copy we have 
prepared has all been approved by 


charge of the campaign and in many 


WATER WATER EVERYWHERE 


It's @ case of which advertiser got the better picture of water, the advertising 
manager of Graver Tank & Mfg. Co. thought, when he discovered this Infilco 


advertisement appearing almost at the same time as Graver's ' 


‘Treat It Right" 


copy. 


cases additionally by OWI. It’s not 
boiler plate or stuff we sit back and 
dream up... it’s local copy planned 
and produced in cooperation with 
government. 

Literally millions of inches of this 
“local” copy have appeared in thou- 
sands of newspapers; special bro- 
chures containing this local copy 
have been distributed by govern- 
ment to their own field offices; and 
all this started the day after Pearl 
Harbor. 

Thank heavens the big majority 
of the newspapers of America are 
aware that “the gap” hasn’t been 
the consequence that the Advertis- 
ing Council seems to feel it has. 

It’s about time credit should go 
where some credit is due. When it 
comes to newspaper advertising at 
the “local level,” we’ve been at it 
for 43 years; are not Johnny come- 
lately’s .. . and if you could read 
some of the letters in our files from 
newspapers you’d understand why 


|/most of them are glad the job has 


been well done to date in Meyer 
Both’s hands. 


STANTON M. MEYER, 


President, Meyer Both Com- 
pany, Chicago. 


Suggests Capital 
Go Easy on Vitamins 


To the Editor: In the Drug 
Trade News of April 5, there is a 
column showing 1942 sales of vita- 
min products. 

The per capita purchases show 
the District of Columbia as $1.28, 
which is higher than any state in 
the Union. 

It is quite possible that an ex- 
cessive use of vitamins is the rea- 
son for the garbled-up type of leg- 
islation and ruling that we are get- 
ting out of the capital city. Legis- 
lation should be passed cutting the 
per capita consumption down and 
this might help all of us. 

J. E. Tupy, 


Lis Angeles. 


a 


Asks Smoothing Out 
of Customs Wrinkles 


To the Editor: Recently we 
shipped a farm war bond campaign 
scrap book to a Canadian manufac- 
turer who was interested in a sim- 
ilar promotion to farmers in Can- 
ada. In due course, the scrap book 
was returned and we had notice tc 
call for the package at our local 
customs office. One of our people 
went over and was told that I must 


go there personally to sign for it. 


Today I went over and signed noi 
one, but three complicated form 


eet 


|One form had to be made out ’ 
four carbons, and when it develone | 
that the clerk had placed one ; 
bon in upside down, I had to 
through the entire routine again 
order to complete the missing ¢ 

When that was done, I was askeq 
to pay a 50-cent storage char, ge 
then another release form ,, ma 
made out and we trudged over :, . 
warehouse a couple of blocks a, 
where the package was surrounded 
by a lot of empty space on the se-. 
ond floor of the building. Afte, 
signing still another form, I 
permitted to bring the elusive s 
book back to the office. 

All this reminded me of the eon- 
tinuous business of paying 4d ity, 
customs charges and war exchange 
taxes on cuts sent to Canadian pub- 
lications. Paying this tribute avery 
month is bad enough in itself, py 
I also feel sorry for the poor pub- 
lisher if he is compelled to go 
through as much rigmarole to get 
his advertising plates as I did to 
get my scrap book. 

If the Good Neighbor policy 
means anything, and I hope it does, 
why not try it out close to home— 
between those two _ traditionally 
good neighbors—Canada and _ the 
United States? After all, these two 
countries are fighting on the same 
side in this war—not against each 
other. 


£0 
in 


a 


Was 
ap 


Bert S. GITTINS, 
Bert S. Gittins Advertising, 
Milwaukee. 
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Paper Restriction 
Faces Launching 
of New Magazines 


Washington, D. C., May 18.—De- 
spite the fact that many publishers 
would like to move into fields made 
prominent by war developments, 
paper restrictions will probably pre- 
vent their entry. That is the opin- 
ion of Washington, following the 
announcement last weekend by 
w. J. Risley Jr., chief of the maga- 


| 

| the effect of taking more paper from 
the other publishers of the nation. 
Authorizations can be recommended 
only in the most urgent and ex- 
ceptional cases.” 


New Magazines Need Allotments 
“A number of small magazines 


months of the year when magazine 
publishers using 25 tons or less per 
calendar quarter 


L-244 limited smaller-usage pub- 
lishers to approximately their 1942 
paper use. Publishers who have 
recently started new magazines 
should, therefore, file immediately 


were started during the first three | 


ADVERTISING AGE 


marked “the splendid cooperation 
that has been given him and me by 
the publishers of America). At the 
same time, the Printing and Pub- 
lishing Division lost E. W. Palmer, 
deputy director. Mr. Palmer, who 
has been president of the Kingsport 
Press, Kingsport, Tenn., since 1925, 
joined WPB in 1941. He has been 
commissioned a lieutenant - colonel 
in the Adjutant General’s office, 


were exempted| where he will have supervision of 
from restrictions,’ Mr. Risley noted.|the printing and production of all 
“The March 26 amendment to Order | instruction manuals 


and _ training 
materials for the Army ground 


forces. 
Attacks Pulpwood Problem 


land the Department of Agriculture | and-cents ceilings on boxes, to re- 
|had its county agents and state for-| place the present formula type of 
esters in readiness to advise farmers| price control, James A. Perkins, 
‘on proper cutting and marketing | price executive, WPB paper and pa- 
| procedures. |/per products division, declared. 
| Increased costs and price control, 
|as well as manpower difficulties, 


Government Warns were blamed for the current below- 
|peak production by J. Irving Os- 
of Further Cuts 
efficient mills in the industry can 
strictions may curtail the manufac- | there will be no increase in the op- 


borne Jr., president, Hummel & 
in Paper Boxes show ‘adequate profits,” he said, 
ture of paper boxes, government | erating rate of about 8,000,000 tons 


Downing Company. Only the most 
Chicago, May 18.—Further re-|and present conditions indicate that 
spokesmen warned this week at the 


Otherwise, the WPB was chiefly | per Box Manufacturers Association. 


|} war conference of the National Pa- | 


| annually. 
Walter P. Miller Jr., Philadelphia, 
was named president of the associa- 


a request for allotment of paper| worried about the supply of pulp-| The industry also was told that the tion at the closing session, with 
zine and periodical section, Printing | quotas.” wood. Chairman Donald M. Nelson | tight supply situation probably will|A. M. Bond, Somerville, Mass., 
and Publishing Division, WPB, that Such fields as aviation, radio,|appealed to farmers in the states | continue to prevail. elected vice-president and Edward 
such publishers literally have no|chemistry and plastics have ap-| where pulpwood is produced to| There is little likelihood of the | Hager, St. Louis, treasurer. 


allotment of paper for publications. 
“Some prospective publishers,” 


Mr. Risley said, “have assumed that | 


the Magazine Limitation Order L- 
244 does not apply to them. This is 
obviously a wrong impressiOn, since 
paper used by all magazines is regu- 
lated by L-244, on the basis of ton- 
nage used by the publisher in 1942.” 

Citing decreasing supplies of 
wood and wood pulp, and the con- 
sequent necessity to cut paper con- 
sumption by established magazines, 
Mr. Risley continued: “This means 
that a request by any person for an 
allotment of paper to start a new 


publication will, if granted, have | 


peared lush publishing markets, due 
to war-increased prominence of 
these industries and to awakened 
public interest. 

Besides Mr. Risley’s discouraging 
statement to the publishing world, 
WPB had other paper’ worries. 
J. Donald Sterling, WPB consultant 
on newspaper and publishing indus- 
tries, resigned to return to his for- 
mer post as managing editor of the 
Oregon Journal, Portland, Ore. Dur- 
ing the past seven months, when the 
paper orders were determined and 
announced, Mr. Sterling rendered 
“fine service’ (in the phrase of 
Donald M. Nelson, who also re- 


make an extra effort to increase|War Production Board relaxing 
their output. |regulations which cut tonnage pro- 

The industry faces a 2,500,000- | duction of boxes for the retail trade 
cord shortage, which Mr. Nelson| by 35% of 1941 sales, the industry 
said could be overcome if the 3,800,- | was advised by Roswell C. Mower, 
000 farmers in the 27 pulpwood pro- | director of the WPB containers di- 
ducing states would devote three|vision. Because of the increase in 


extra days in 1943 to cutting pulp-| retail business since 1941, he pre-| 
in retailers’ | 


wood. Besides the commercial ap-| dicted many changes 


plications of pulpwood (print paper,| practices, including greater use of 
food containers, rayon), the product | multiple unit containers and greater 
is used for ammunition containers| standardization of boxes. These 
and smokeless powder. | suggestions may later be made man- 
Government was prepared to help|datory in one form or another, he 
out. The War Manpower Commis-| indicated. 
sion belatedly bestowed “essential” | The Office of Price Administration 
status on production of p:lpwood,|is now considering specific dollars- 


The biting stroke of every gleaming axe in Champion forests is a blow 


against the axis nations. For wood from these trees finds its way into Cham- 


pion mills that convert it into pulp for explosives, and into paper for many 


wartime uses, from shell casings to ration books to food packages. The ring 


of axes swells and echoes through America’s factories, printing houses and 


food plants, until it reaches every axis capital. In the present situation, all 


the skill and effort of the Champion organization are focused on the great 


day of unconditional surrender. 


Printing Industry 
Must Expect Cuts, 
Lynch Asserts 


Providence, R. I., May 19.—Trav- 
eling the same road as other indus- 
|tries in wartime, the government 
expects the printing industry to un- 
|dergo some curtailment, Thomas J. 
Lynch, printing and publishing di- 
| vision of the War Production Board, 
|}asserted here last week before the 
|New England conference of Print- 
ing House Craftsmen. 

While admitting that the industry 
must maintain operations in order 
for this country to remain free, Mr. 
Lynch indicated that this could be 
accomplished even under curtail- 
ment. 

The conference voted to instruct 
delegates to the national convention 
to petition Congress to declare the 
printing industry essential, strength- 
ening its classification under the 
War Manpower Commission. 


KMBC Appoints Two 


Ray Shannon, formerly with Sta- 
tion KQV, Pittsburgh, has been ap- 
pointed program director, and Jack 
Fitzpatrick, previously with WJJD, 
Chicago, and KLZ, Denver, has 
joined the news department of Sta- 
tion KMBC, Kansas City. 


LARGEST 
MARKET 


oy 


Effective Buying Income 


* Fort Wayne's effective buy- 
ing income is estimated at 
$184,526,000 in SALES 
MANAGEMENT'S new an- 
nual Survey of Buying Power. 

Among all cities in Indiana 
this purchasing power places 
Fort Wayne at the top of the list 
—except for the state capital. 

It represents a market 49% 
larger than Indiana's 3rd larg- 
est market. 

Per capita buying income is 
estimated at $1476 which, in 
turn, is far in excess of the 
state’s average. 


* 

Many national advertisers have 
found Fort Wayne an ideal spot for 
test campaigns 

May we send you our mep show- 
ing in detail the sclicnt fectures of 

. - @ test market? 
THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio te 
MILLS AT HAMILTON, OHIO ... CANTON, N. C.... HOUSTON, TEXAS * 
Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope Ch c News o Sentinel 
and Tablet Writing . . . 2,000,000 Pounds a Day Sort Wevac 1 Eve Newspaper 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI + ATLANTA 


FORT WAYNE, INDIANA 
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10 CBS Daytime Shows 


Hooperated Over 20 


Ten CBS daytime sponsored net- 
work programs recorded ratings 
above 20 on Columbia’s affiliate 
WGBI, Scranton, Pa., according to 
the current “Continuing Measure- | 
ment of Radio Listening’ published 
by C. E. Hooper, Inc., New York. 

The programs and ratings in order | 
are: “Life Can Be Beautiful,” 34.3; 
“Kate Smith Speaks,” 26.3; “Young | 
Dr. Malone,” 25.8; “Big Sister,” 25.4; | 
“The Goldbergs,” 24.9; “Ma Per- | 
kins,” 23.3; “Aunt Jenny,” 22.2; “Vic | 
and Sade,” 21.7; “We Love and) 
Learn,” 20.8; and “Joyce Jordan 
M. D.,” 20.1. 


McCauley to Join 
Sawyer-Ferguson-Walker 

W. E. McCauley will join Sawyer- 
Ferguson - Walker Company, Chi- 
cago, May 31. 

He has been with Williams, Law- 
rence & Cressmer Company, Chi- 
cago, for five years, and was pre-| 
viously with the Rodney E. Boone 
Organization. 


MAILING SERVICE 
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War Taking More 
of Everything, 
Inlanders Hear 


However, Reasonable 
Retail Supplies Are 
Predicted by Expert 


Chicago, May 18.— Though the 


| government experts on the program 


told the Inland Daily Press Associa- 
tion that the gargantuan maw of 
the war machine is going to demand 
more and more of everything in the 
future, one small ray of sunshine 
was shed by Katherine Ratto, mer- 
chandising counsellor, Merchandise 
Mart Division, Marshall Field & Co., 
Chicago. Mrs. Ratto told the pub- 
lishers’ spring meeting that all indi- 
cations are that retailers will con- 
tinue to have a reasonable amount 
of merchandise to advertise and sell 
during the coming summer and fall. 
The actual supply will be larger 
than the visible amount. 

Mrs. Ratto warned the newWs- 
papermen that they have a respon- 
sibility for retail copy appearing in 
their publications, and can render 
a great service by seeing that it is 


of the type which will prevent con- | 


sumers from buying too lavishly 
and help them to stretch the goods 
they do buy. 

Frank Block, former St. Louis ad- 
vertising agent who is now direc- 
tor, war production committee of 
the pulpwood consuming industries, 
said that the committee will shortly 
release advertising copy for news- 
papers to run to induce farmers in 
wood-producing areas to cut more 
spruce. His address followed a re- 
port indicating that newsprint 
stocks dropped to 52 days’ supply 
by the end of April, 1942. Com- 
menting on this report, Linwood I. 
Noyes, publisher of the Globe, Iron- 
wood, Mich., and president, Ameri- 
can Newspaper Publishers Associa- 
tion, said that some newspaper 
publishers have no idea how much 
newsprint they are entitled to. 


35% Goes to War 


Mr. Block explained that about 
35% of the domestic pulpwood sup- 
ply goes directly into the war effort 
and that a 2,500,000 cord increase is 
required unless the ration is to be 
reduced. There are 3,800,000 farms 
in pulpwood - producing states. 
There is no shortage of trees, but of 
man hours only. In spite of the 
numerous demands on the farmer’s 
time, he still has some idle days 
during which he could cut wood. 
The promotion campaign will have 
the goal of inducing each farmer to 
devote three days to this chore. If 
the campaign is 33 1/3% successful, 


HIS report of circulation for the six months ending 


March 31, 1943 again indicates Detroit's apprecia- 


tion for a good newspaper. That the increase made 


over the corresponding 1942 period is the largest for 


any comparable 6 months period in Free Press history 


suggests the continuously growing importance and value 


of this newspaper in the community it serves. 


Che Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., Nat'l Representatives 


the shortage will be wiped out. 

Don U. Bridge, former advertising 
director of the New York Times, 
and now in the Treasury Depart- 
ment, paid tribute to the country’s 
newspapers for their work during 
the 2nd War Loan drive, but said 
that it is a mere training period for 
the task to come. Incidentally, Mr. 
Bridge said that 13% billion dollars 
worth of bonds were sold to other 
than commercial banks during this 
drive. 


Seeks 107 Billions 


From July 1, 1942, to June 30, 
1944, the government will seek 
loans of 107 billion dollars, of which 
70 billion must come from the pub- 
lic in direct loans and another 33 
billion from taxes. As of March, 
1943, 179 companies were using the 
payroll deduction plan, with 25,600,- 
000 persons contributing $375,000,- 
000 monthly. 

Analyzing the proposed withhold- 
ing tax of 20%, Mr. Bridge said that 
its impairment of public buying 
power would be slight. Since the 
deduction is made after exemptions, 
the man with a $2,000 salary will 
have only 1.3% held out, this per- 
centage increasing to 18.1% for the 
$20,000 salary. 

Mr. Bridge was enthusiastic about 
public willingness to absorb govern- 
ment offerings. Speaking of “E” 
bonds, the smallest denomination, 
he said that 95.2% are outstanding, 
contrary to the belief of many who 
heard that redemptions were the 
rule rather than the exception. 

Mr. Bridge took the position that 
compulsory savings could not match 
the revenue obtained through vol- 
untary participation of the public 
'in war financing. He urged the 
| newspapers to continue their efforts 
| to sell war bond advertising to ad- 
_vertisers and said they should not 
feel that in doing so they are “com- 
mercializing the war.” 


Survival or Nothing 


—ee 


HELPS WAR EFFORT 


Wander what EEE thinks about |). 


One of a new series of war-effort news. 

paper pages developed by Meyer Both 

Co. for use locally. This one is aimed 

at black markets, while others sell ca, 

sharing the crop corps program, and the 
“keep silent’ program. 


Employment 
Service Is Censor 
of ‘Help Wanted’ 


Chicago, May 18.—The position 
of the United States Employment 
Service needs clarification, it was 
emphasized at the spring meeting 
of the Inland Daily Press Associa- 
tion at the Sherman Hotel today. 
This branch of the government is 
acting as a censor of classified ad- 
vertising to some extent and is 
seeking free space on other occa- 
sions. 

One publisher told of the United 
States Employment Service protest- 
ing vigorously against a big help 
wanted advertisement inserted by a 


“We have to win the war to sur- 
vive, and if we don’t survive, noth- 
ing else matters,” he said. “Any 
man who is out selling war bond 
advertising is pulling his oar in the 
war boat.” 

Perhaps giving a clue to some of 
the war bond copy of the future, 
Mr. Bridge said that the South Pa- 
cific is taking a huge toll of our 
fighting forces. The men killed in 


sadistic enemy. 

Joseph X. Gooris, Chicago man- 
ager, Bureau of Advertising, ANPA, 
|asserted that readership of news- 
paper advertising is establishing 
new peaks, due both to high circula- 
tions and new techniques. 
ing some of the advertisements 
whose results were surveyed by the 


he said that a Heinz advertisement 
|was read by 54% of the men and 
56% of the women. Bethlehem Steel 


|rang the bell with a 69-66 rating | 


|}and a service organization achieved 
| 82% of both sexes with copy headed, 


i“I’ve got my hands full; will you} 


|look after things at home?” This 
|copy, Mr. Gooris said, would have 
| been equally effective had the logo- 
type belonged to a manufacturer. 


Names Moss Associates 


Nu-Ox Products Company, New 
York, has appointed Moss Asso- 
|ciates, New York, to direct a new 
_advertising campaign for its Klenzol 
|}soapless cleaner. Initial insertions 
|will appear in metropolitan New 
| York newspapers, in addition to 
business papers, dealer helps and 
direct mail. 


Schnitzer Joins Agency 

Bernard B. Schnitzer has joined 
|Garfield & Guild, San Francisco 
| agency, as an account executive. He 
| was formerly sales promotion and 
|advertising manager for Hastings 
i|Clothing Company, San Francisco 
|} and Oakland. 


action are fortunate, he said; they | 
escape mutilation by a cruel and 


Show- | 


Advertising Research Foundation, | 


contracting company. After the ad- 
|vertisement had appeared three 
|times, the publisher consented to 
|its cancellation. At the same time 
|the government agency proffered 
|}some free advertising of its own, 
' which the publisher did not publish. 

Other newspapers also reported 
|that they had been asked to dis- 
continue help wanted advertising 
from outside the corporate limits of 
their respective cities. 

Still other publishers reported 
| that successful campaigns had been 
run in the interest of the United 
States Employment Service as a pa- 
triotic service by advertisers. Much 
less attention has been devoted to 
this branch of the government than 
|to many others, however. 

A survey during the Inland con- 
vention indicated that only a few of 
the newspapers now conduct cook- 
ing schools, though the need seems 
|to be greater than in normal times. 
Those clinging to tradition reported 
reasonably good results. 

Floyd J. Miller, of the Daily 
Tribune, Royal Oak, Mich., and sec- 
retary of the Inland board of direc- 
tors, reported that a meeting of the 
board yesterday adopted a resolu- 
tion asking that women be recruited 
for short courses in advertising 
and journalism to fill the depleted 
ranks of male newspaper employes 
The annual meeting of the Inland 
will be held Oct. 19-20 in Chicago 
during ABC Week. 

The spring war conference of the 
Inland lived up to its name when 


it was reported that R. E. Shannon, 
business manager, the Journal, 
Washington, Ia., scheduled to ad- 


dress the meeting, would be 
able to attend. Reason: death of Nis 
son in an airplane crash in Icel®! 


es 


Berg Promoted 


A. C. Berg, who has been ' 
Gar Wood Industries, Detroit, s! 
1919, has been appointed advert! 
manager of the company’s road ma- 
chinery division. 


ith 
ce 


no 
nes 


—— 
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| Never Underestimate the Power of a Woman! 
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‘a Nor the Power of the Magazine Women believe in! 


ies. Further evidence that the quality of woman is not strained — and 
has not changed. Nor has her allegiance to the Magazine Women 
Believe In, which continues to attract the largest audited magazine 
circulation in the world. 
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Chemicals 


Acme Chemical Co., Inc. 

Agash Refining Co. 

Air Reduction Co, 

Albi Chemical Corp. 

Atlantic Chemical Supply 
Allied Raw Materials 

Altis Chemical Co. 

American Aniline Products, Inc. 
American Cyanamid Co. 
American Potash & Chemical Corp. 
American Standard Chemical Co. 
Aralac, Inc. 

Aridye Corp. 

Barclay Chemical Co. 

Barrett Division 

Basic Varnish & Research Corp. 
Beacon Chemical Corp. 

Bells Trading Co. 

E. A. Bromund Co. 

Calco Chemical Division 
Casein Co. of America 

Catalin Corp. 

Chematar, Inc. 

The Chemical Manufacturing Co. 
Chemical Service Co. 

Chilean Nitrate Bureau 

John Clarke & Co., Ine. 
Climax Molybdenum Co. 
Colony Import & Export Corp. 
Commercial Solvents Corp. 
Conray Products Co, 

Criterion Commercial Co, 

D. S. Dallal 

Dalton-Cooper, Ine. 

The Davison Chemical Corp. 
Deepfreeze Division 

Hal Delphin 

The Martin Dennis Co. 

Detroit Rex Products Co. 
Devoe & Raynolds Co., Ine. 

The Dow Chemical Co, 

Paul A. Dunkel Co. 

E. I. Du Pont & Co., Ine. 
Elbert & Co., Ine. 

European Chemical & Metal Co. 
Fallek Products Co. 

Florasynth Laboratories, Ine. 
Freeport Sulphur Co. 

Fritzsche Bros., Inc. 

William W. Fuchs & Co., Ine. 
Gardel Industries 4 
General Aniline & Film Corp. 
General Chemical Co. 

General Dyestuff Corp. 

The Glidden Co. 

Golwynne Chemicals Corp. 
Gotham Export Corp. 
Hermeson Trading Corp. 
Hercules Powder Co. 

Heyden Chemical Corp, 
Hoffman-LaRoche, Ine. 

Hooker Electrochemical Co. 
Industrial Chemical Sales 
Industrial Raw Materials Corp. 
Inter-American Products Corp. 
Interchemical Corp. 
International Industries 
International Minerals & Chem. Corp. 
Keene Chemical Co., Ine. 
Koppers Co. 

Kurtz Importing Co. 

S. W. Landsberger 

The Laxseed Co., Inc. 

(Gieorge Lueders & Co. 

Mackim Products Co. 

Mackley Trading Co 

Magnus, Mabee & Reynard, Ine 
Mallinckrodt Chemical Works 
The Mathieson Alkali Works, Ine. 
McKesson & Robbins, Inc 

M. P. Medwick 

Merck & Co., Ine. 

Metal & Ore Corp. 

Monsanto Chemicals 

Mutual Chemical Co. of America 
National Aniline Division 
National Magnesium Corp. 
National Oil Products Co. 
Natural Products Refining Co. 
William D. Neuberg Co 
Newport Industries, Inc. 

New York Quinine & Chemical Werks 
Niagara Alkali Co. 

North American Chemical Co. 
Oleo Chemical Co. 

Orbis Products Corp. 

Packing Products Co. 

S. B. Penick & Co. 

Chas. Pfizer & Co., Ine. 

Phelps Dodge Refining Corp. 
Premier, Ine 

Publicker Commercial Alcohol Co. 
N. V. Rathkamp & Co. 

Red Star Chemical Co., In« 
Reichhold Chemical, Inc. 
Republic Chemical Corp 
Norman F. Revel 

Robert & Co. 

tona Chemicals 

H. C. Ryland, Ine 

Sandoz Chemical Works, Ine 
Harvey Sanford 

Schering Corp 

Selected Chemicals Co 
Sharpless Chemicals, In 

Smith & Nichols, Ine 

M Snow Co 

Solvay Sales Corp 

Spartan Chemical Co 

Spencer Kellogg & Sons, Ine 
Standard Drug & Chemical Co. 
Stauffer Chemical Co 

Stellar Drug Co 

Sterling Products Corp 

Stroock & Wittenberg Corp 
Tennessee Corp 

Texas Gulf Sulphur Co 

Tuteur & Co., Ine 


‘ 

Union Carbide & Carbon Corp 
United Carbon Co 

t. S. Industrial Chemicals, Inc 
United States Potash Co 

Victor Chemical 

Victory Chemica 
Rene Weil 
Westvaco Chlorine Products Corp 
Winthrop Chemical Co Ir 


Woburn Degreasing Cr Nu. 
lacques Wolf & Co 

. . 

Financial 
\ ition of Stock Exchange Firms 
Rank of America 
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Bank of Montreal Trust Co. 
Bank of New York 

Bank of Yorktown 

Bankers Trust Co. 

Blyth & Co., Ine. 

Brooklyn Trust Co. 

Central Hanover Bank & Trust Co. 
Chase National Bank 

Chemical Bank & Trust Co. 

City Bank Farmers Trust Co. 
Collateral Discount Corp. 
Colonial Trust Co. 

Commercial Credit Co. 
Commercial Investment Trust Corp. 
Commercial National Bank & Trust Co. 
Continental Bank & Trust Co. 
Corn Exchange Bank & Trust Co. 
Cc. J. Devine & Co. 

Dillon, Read & Co. 

Dominick & Dominick 

Drexel & Co. 

F. Eberstadt & Co. 

Emigrant Industrial Savings Bank 
The First Boston Corporation 
Glore, Forgan & Co, 

Guaranty ‘lrust Co. 

Hallgarten & Co. 

Hornblower & Weeks 

R. H. Johnson & Co, 

A. M. Kidder & Co, 

Kings County Trust Co. 

Kuhn, Loeb & Co. 

Laidlaw & Co. = 
Lawyers Mortgage Corp. 
Lawyers Trust Co. 

Lazard Freres & Co. 

Lehman Brothers 

Manufacturers Trust Co. 

Marine Midland Trust Co. 

Mellon Securities Corp. 

Merrill Lynch, Pierce, Fenner & Beane 
Modern Industrial Bank 

J. P. Morgan & Co.,, Inc. 

Morgan Stanley & Co. 

National City Bank of New York 
New york ‘rust Co, 

Philadelphia National Bank 
Public National Bank & Trust Co. 
Putnam & Co, 

Kk. H. Rollins & Sons 

Royal Bank of Canada 

Salomon Bros. & Hutzler 
Slaughter Horne & Co. 

Smith, Barney & Co, 

Stone, Webster & Blodget, Ine. 
James Talcott, Ine. 

Title Guarantee & Trust Co. 
Trust Co. of North America 
Underwriters Trust Co. 


Floor Covering 


Artloom 

talfour Guthrie & Co., Ltd. 
Peattie Manufacturing Co. 
Bigelow-Sanford Carpet Co. 
Carson, Pirie, Scott & Co. 
Charles P. Cochrane Co. 
Congoleum-Nairn, Inc. 
Marcus Diamond's Sons 
Downs Carpet Co., Inc. 
Firth Carpet Co. 

Hardwick & Magee Co. 
Hightstown Rug Co. 

A. M. Karagheusian, Ine. 
Karastan Rug Mills 

The Magee Carpet Co. 
Mallinson Importing Co. 

CC, H. Masland & Sons 

The Merchandise Mart 
Mohawk Carpet Mills, Ine. 
Quaker Maid Mills 
Rosenfeld-Kent Co., Ine. 
Alexander Smith & Sons Carpet Co. 
Strauss-Rose Carpet Corp. 
Topton Rue Manufacturing Co. 
x. W. Twitchell, Ine. 
Vernon Rug Mills, Ine. 


Foods 


Aberle, Schwab & Co., Ine. 

Adams Packing Co. 

American Maise Products Co. 

American Stores Co 

American Sugar Refining Co. 

The Anglo-America Direct Tea 
Trading Co. 

J. Aron & Co., Ine. 

Ashenfelter & Morrow, Ine. 

B. T. Babbitt, Ine. 

M. J. Balme Co, 

jarnes-Terry Co. 

Beechnut Packing Co. 

Bercut-Richards Packing Co 

¢. E. Bickford & Co. 

Biddle Purchasing Co 

Marcus L. Bistritzky 

¢,. T. Bleuel Co. 

tjonacker & Leigh, Inc. 

W. G. Bonstedt & Co. 

The torden Co, 

Brazil Nut Association 

Brazilian Warrant Co., Inc. 

The C. H. Brewster Co 

Briones & Co., In 

Bristol-Gustafson Brokerage Co 

Bureau of Milk Publicity 

Victor M. Calderon Co 

California Fruit Concentrate Co. 

California & Hawaiian Sugar 
Refining Co 

California Packing Co 

California Walnut Growers Ass! 

Campbell Soup Co, 

Canada Dry Ginger Ale, Ine 

Carnation Co 

Carter, Macy Co., In¢ 

Cerruti & Cominelli 

Perry H. Chipurnoi 

The W. G. Cline Co 

Clover Farms Stores 

Coca-Cola Co 

Colgate-Palmolive-Peet Co 

Colonial Molasses Co., In 

Corn Products Refining Co 

Cc. W. Cornwell & Son 

Coulson & Co 

Craig Brokerage Co 

James P. Cresswell 

H. A. N. Daily Co., Ine 

Dairy Products Sales Co 

Dannemiller Coffee Co 


Rn. B. Davis Co 


Doughnut Corp. of America 
James B. Downing & Co. 
Dudley & Weis], Inc. 
Duffy-Mott Co., Ine. 
Durkee Famous Foods 
B. W. Dyer & Co. 
F. W. Ehrhard & Co. 
Empire State Warehouses Co. 
Henry Engelhardt & Co. 
Eppens, Smith Co., Inc. 
Faultless Starch Co. 
Fleming Brokerage Co. 
Florida Fruit Canners, Inc. 
Fontana-Hollywood Co. 
Frazer & Co, 
Frosted Foods Sales Corp. 
General Foods Corp. 
Benjamin Gerks 
(Goebel-Pratt Co. 
Gold-Rose-Diener Co. 
I. J. Grass Noodle Co. 
Greig, Lawrence & Hoyt 
Grocery Store Products Sales Co. 
Chr. Hansen’s Laboratory, Inc. 
Hard & Rand, Ine. 
John W. Haulenbeek Co., Inc. 
Hauser-Cohnen Co., Ine. 
Hecker Product Corp. 
H. J. Heinz Co. 
Hemisphere Trading Co. 
Olaf Hertzwig Trading Co. 
Wm. A. Higgins & Co. 
The Hills Brothers Co. 
Hoger Cereal Co., Ine. 
Holly Hill Fruit Products 
H. L. Horn 
G. F. Hotaling Co., Ine. 
M. W. Houck & Bro. 
Hudson Brokerage Co. 
Ideal Trading Co. 
Irwin-Harrison-Whitney 
Isbrandtsen-Moller Co. 
Leon Israel & Bros. 
Jerome J, Jacoby 

. A. James Specialty Corp. 
kK. Jerome Co. 
June Dairy Products Co. 
I. Kalfus Co., Ine. 
Kellogg Co. 
Jason S. Kent 
Morteza Khosrovschahi 
Henry Kilian Co. 
Koehler Spalding Co. 
King Koffee Co. 
Kraft Cheese Co. 
Krasdale Foods, Inc. 
Krasne Bros. 
Kurtz Importing Co. 
Kushner & Co. 
LaChoy Food Products 
Lamborn & Co., Ine. 
Lamont-Corliss & Co. 
George W. Lawrence & Co. 
Francis H. Leggett & Co. 
Lestrade Bros. 
Lever Bros. Co. 
Libby, McNeill & Libby 
Thomas J. Lipton, Ine. 
Loose-Wiles Biscuit Co. 
Louisiana State Rice Milling 
Lowry & Co., Inc. 
C. A. Mackey & Co. 
Henrik Mannerfrid, Inc. 
Martinson’s Coffee 
Mawer-Gulden-Annis, Ine. 
McCahan Sugar Refining Co. 
McCormick & Co., Ine. 
B. Meier & Son, Inc. 
M. J. & H. J. Meyer Co. 
B. Morton 
Cc. F. Mueller Co. 
Fred L. Myers & Son 
National Biscuit Co. 
National Dairy Products Co. 
National Distributors Co. 
National Food Brokers Association 
National Retail-Owned Grocers, Inc. 
National Sugar Refining Co. 
National Voluntary Groups Institute 
J. Navarro 
Nehi Corp. 
L. Neugass & Co. 
L. B. Nichols 
Oakite Products, Ine 
Olavarria & Co., Ine 
Paas Dye Co. 
Pan American Coffee Bureau 
Pappas Bros. 
Parsons Ammonia Co., Ine. 
The Paton Corp. 
The John G. Paton Co. 
Paul Paver & Associates, Ine. 
Pepsi-Cola Co. 
Dr. P. Phillips Canning Co 
Phillips Packing Co. 
Pomona Products Co. 

R. Poole Co. 
Port Warehouses, Inc 
Premier Food Products Co. 
E. Pritchard, Inc. 
Procter & Gamble 
Productos Naturales Mexicanos A enP 
W. J. Purcell Co 
The Pure Food Co., Ine 
The Pure Milk Cheese Co. 
Rahr Malting Co. 
Fred P. Rankin 


A. L. Ransohoff Co., Ine 

Ray, Lee & E. R. Nolte Brokerage Co. 
Red & White Corp 

B. M. Reeves Co., Inc 

Refined Syrups Sales Corp 
Richardson, Morse & Harvey 
Richmond Chase Co. 

The P. D. Ridenour Sales Co 
Ries-Munoz, Ine 

E. J. Rinaud Co 


Riveredge Warehouse Corp. 
Thomas Roberts & Co. 
Rodway Sales Corp 

Rohr & Chapman, In« 

M. L. Root 

Ruffner, McDowell & Burch, Inc 
Sanborn, Holmes & Co 
Schaefer Klausmann Co., Ine. 
Schroeder Bros., In« 

M J Scorelle 

Scott Paper Co 

H. Seastrand Co 

Seggerman Nixon Corp. 
Ernest Sergeant & Co 
Sergeant & Mitchell, Inc. 

J. Fred. Shafer Co. 

Sheffield Farms Co., Ince 
Silver Hill Products. Ine 
Skiffington & Nicholson Co 
Smith & Sweeney, Inc 


Edwin Smithson Co. 

Sokol & Co. 

Southern Fruit Distributors, Ine. 
Southern Rice Sales Co., Inc, 
Spitzer Brothers, Inc. 

Standard Brands, Inc. 

Stewart & Askwith, Inc. 
Steinwender Stoffregen & Co. 
Sturm, Dahlberg Co. 

Sucrest Corp. 

Superior Olive Products Co. 
Leon Taffae Co. 

Taylor & Co. 

Joseph Tetley & Co., Inc. 
Trident Brokerage Co. 

United States & Eastern Trade Corp. 
United States Products Corp., Ltd. 
Van Camp’s, Inc. 

Viking Butter Co., Ine. 

A. C. Villagran 

Walker’s Austex Chili Co. 

The Welch Grape Juice Co. 

J. A. Weller, Jr., Co. 

Wessel, Duval & Co., Ine. 
Wilbert Products Co., Ine. 

R. C. Williams & Co., Inc. 

R. M. Wilson Co. 


General 


Alien Property Custodian 

R. M. Allen 

Alliance Rubber Co. 

Aluminum Co. of America 

American Hot Dip Galvanizers Assn. 

American Industries Salvage Com. 

American Manufacturing Co, 

American Radiator & Standard 
Sanitary Corp. 

American Rolling Mill Co. 

American Zine, Lead & Smelting Co. 

Amerlux Steel Products Corp. 

Anaconda Copper Mining Co. 

Apex Steel Co. 

Art Metal Works, Inc. 

Atlantic Machinery Corp. 

Howard L. Auerbach, Ine. 

Auto Ordnance Corp. 

Babcock & Wilcox Co. 

M. I. Baldinger 

Barbizon Corp. 

Selden Manufacturing Co. 

Bethlehem Steel Co. 

Bigelow, Kent & Willard Co. 

Bitting, Ine. 

Julius Blumberg, Inc. 

Ss. F. Bowser & Co. 

Burns Bros. Coal Co. 

Canton Barrel Co. 

The Celotex Corp. 

Chanin Management, Ine. 

Charleston Industrial Bureau 

Cleveland Diesel Engine Division 

Columbia Service Bureau 

Combustion Engineering Co. 

Cory Bros. & Co., Ltd. 

Crane Co. 

Joseph P. Day, Ine. 

Dyke Associates, Ine. 

Charles G. Edwards Co. 

Electrical Engineers, Ine. 

Elmhurst Contracting Co., Ine. 

Horace 8S. Ely & Co. 

Executone, Ine. 

The Fairbanks Co. 

Firestone Tire & Rubber Co. 

Ford, Bacon & Davis 

L. B. Foster Co., Ine. 

Samuel T. Freeman & Co, 

General Bronze Corp.* 

General Electric Co. 

General Tire & Rubber Co, 

The Otto Gerdau Co. 

(;oodall Rubber Co., Ine. 

B. F. Goodrich & Co. 

Goodyear Printing & Stationery Co. 

Goodyear Tire & tubber Co. 

Harry Harris & Co. 

GG. M. Healey 

Hooper-Holmes Bureau, Inc. 

Hvatt Engineering Co. 

Industrial Management Consultants 

International Business Machines Corp. 

International Harvester Co. 

Jewish Market Organization 

Jones & Laughlin Steel Corp. 

Walter Kidde & Co. 

Charles Lee & Cia, Ltda. 

Lee Rubber & Tire Corp. 

Liggett & Myers Tobacco Co. 

The Linde Air Products Co. 

P. Lorillard Co. 

Masback Hardware Co. 

Metal Etching Corp. 

Metropolitan News Co. 

Metropolitan Technical Schoo! 

Mobile Aircraft Service, Inc. 

Philip Morris & Co., Ltd., Ine. 

Nash Kelvinator Corp. 

National Association of Merchandise 
Brokers 

New Orleans Association of Commerce 

N. Y. Subway Advertising Co. 

Paint-Point Products Co 

Parker-Allston Associates 

Parmelee System, Inc. 

Perkins-Goodwin Co. 

Phileo Corp. 

Port Wentworth Corp 

Postal Telegraph 

The Pullman Co. 

Pullman Standard Car Mfe. Co. 
tadio Corp. of America 

F. M. Rapp 

taymond Service, Inc. 

Revere Copper & Brass. Inc. 

R. J. Reynolds Tobacco Co. 

Royal Typewriter Co., Ine. 

Joseph T. Ryerson & Son 

Sadonia, Ltd 

George G. Sharp 

Sonotone Corp. 

Sperry Gyroscope Co 

Alexander Summer Co. 

Superior Shade Co., Ine 

Michael Tauber & Co 

Tohn H. Thompson & Associates 

Todd Combustion Equipment, Inc 

Transport Safety Service 

John Underwood & Co 

inion Bag & Paper Corp 

"nited Cigar-Whelan Stores Corn. 

"nited States Rubber Co. 

"nited States Steel Corp. 

"nz & Co 

Victory Fund Committee 


a od 


Walworth Co. 

1. W. Weinberg, Ine. 
Arnold Weisselberg & As 
Westinghouse Electric Mf, 
Western Electric Co. 
Wickwire Spencer Stee] « 
The H. W. Wilson Co, 


Insurance 


Accident & Casualty Insurance ¢ 
Accident & Health Club of Ny 
Aero Insurance Underwriters 
Aetna Casualty & Surety Co. 
Aetna Life Insurance Co 
Agricultural Insurance Co, 
Allemannia Fire Insurance (5 
Alliance Insurance Co. of Philag, 
American Alliance Insurance ¢ 
American Automobile Insurang, 
American Central Insurance ¢, 
American Employers Insurance, 
American Equit. Assur. Co. of \ 
American Foreign Ins. Co. of x 
American Guar. & Liab. Insur. ; 
American Home Fire Assuranes¢ ¢ 
American Insurance Group 
American Int. Underwriters ¢ 


( iates 
Co, 


HIS imposing | 
every division and 
try, commerce and fir 


Whether you are see 
services before your p 
put is on a 100°% foot 


Or whether you feel 
effort will assist other 
wartime problems ., 
The Journal of Com 
ideal clearing house ! 


*Space does not permit ¢ 
Complete list will be gladly 


RIDDEI 


NATIONA 
NEW YORK CHICAG 


(American) Lumbermens \Mut' 
American Reinsurance (: 
American Reserve Insurance | 
American Surety Co. 
American Union Ins. Co. of . } 
Appleton & Cox, Inc. 

Atlantic Mutual Insurance \ 
Autonrobile Insurance Co 
Bankers Indemnity Insurance | 
Alan H. Bonito & Co., Int 
Boston Insurance Co. : 
British America Assurance C0. 
British & For. Marine Insur. ' 
The British General Insurance ‘ 
D. F. Broderick, Ine. 
Butchers Mutual Casualty (e 
Caledonian Insurance Co 

The California Insurance U‘ 
Camden Fire Insurance Assoc! 
Capital Fire Insurance Co. of ' 
Car & General Insurance Corp. 4 
Central Manufacturers Mut. Ins 
Central States Fire Insurance 
Central Surety & Insurance ‘ 
The Century Insurance Co. 4 
Charter Oak Fire Insurance ‘ 
Columbia Casualty Co. 

The Columbia Fire Insur € 
Columbia Insurance Co. 
Commercial Casualty Ins\ 
Commercial Union Group 
The Commonwealth Ins 
Concordia Fire Insurance ; 
Connecticut Fire Insura! Ut 
The Constitution Reinsut ¢ 
Continental Casualty Co 
Corroon & Reynolds, In« 
Crum & Forster 

John F. Curry Agency, In 
Dargan & Co., Ine. 

Despard & Co. 

Dixie Fire Insurance Co 
Eagle Fire Co. of New Yo 
Eagle Indemnity Co. 

Eagle Star Insurance Co 
East & West Ins. Co. of N* H 
Empire State Insurance © 
Employers Fire Insurance . 
The Employers Group 
Employers Liability Assur 
Employers Mutual Liabilit 
Employers Reinsurance © 
Equitable Fire & Marine 
Equitable Life Assurance 
Eureka-Security Fire & ™ 
European Gen teinsural! 
Excess Insurance Co. of A 
Excess Underwriters, Inc 
Federal Insurance Co. 
Federal Union Insurance 
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ADVERTISING AGE 


Bs 1 tk ve ae 


of Commerce in 1942! 


elity & Deposit Co. f 

slity & Guaranty Fire Corp. 
»» Association of Philadelphia 
‘man's Fund Greup 

men’ Insurance Co. of Newark 
anklin National Insur. Co, of N. Y. 
Yoph Frogatt & Co., Ine. 

er & Kern, 

eral Ace. Fire & Life Assur. Corp. 
eral Brokers’ Association | 

eral Insurance Co. of America 

eral Reinsurance Corp. 

oral Transp. Cas. & Surety Co. 
. Girard Fire & Mar. Insur, Co. 

e Indemnity Co. ; 

e & Republic Insur. Co. of Amer. 
» & Rutgers Fire Insurance Co. 
ham Inspection Bureau 
e" Gray Co. 

American Group 
oat Eastern Fire Insurance Co. 
sater N. Y. Taxpayers Mut. Ins. Assn 
. Guardian Life Insurance Co. 

& Henshaw 

Hancock Mut. Life Ins. Co. 
Hanover Fire Insurance Co. 
rtford Accident & Indemnity Co. 
rtford Fire Insurance Co, 


at 
it 


426 advertisers reflects 
ision of American indus- 


keep your products and 
narkets while your out- 


story behind your war 
cturers in meeting their 
Advertising Columns of 
lew York, serve as an 
purpose. 


sting of our 1,426 advertisers. 
on request. 


HNS, inc. 
ENTATIVES 


DETROIT ST. PAUL 


_ 


es |. Hipwell Co. 

y, Ellison & Frost, Ine. 

mas J. Hogan, Ine. 

le Fire & Marine Insurance Co. 
Home Insurance Co. 

tland Ins. Co. of America 


er J. Hopper, Ine. 
is Fire Insurance Co. 
erial Assurance Co. 


mnity Ins. Co. of North America 
rance Co, of North America 
r-Ocean Reinsurance Co, 
Agency, Ine. 
1S. James & Co. 
Jersey Fire Underwriters 
son & Higgins 
*s & Whitlock, Ine. 
ael J. Kennedy, Ine. 
tone Underwriters 
kerbocker Insurance Co. of N. Y. 
Union & Rock Ins. Co., Ltd. 
*ridee-Owens-Phillips, Inc. 
Underwriters Credit Corp. 
ry Lon. & Globe Ins. Co., Ltd. 
‘on Assurance Co, 
larantee & Acc. Co., Ltd. 
Lancashire Insurance Co.,, Ltd. 
rov. Mar. & Gen. Ins. Co. Ltd. 
roup 
sulre & Maguire 
/ Fire & Marine Ins. Co 
‘urers Casualty Insurance Co. 
lice of America 
McLennan, Ine. 
Casualty Co. 
etts Mut. Life Ins. Co. 
Co. 
Mayper, Ine. 
Agency, Inc. 
IceGee & Co., Ine. 
& Traders Insurance Co. 
Insurance Co. of America 
& Manufacturers Ins. Co. 
nsurance Co, 
politan Cas. Ins. Co. 
tan Life Insurance Co. 
Mutual Liability Co. 
itional Insurance Co. 
Mechanics’ Insurance Co. 
is Fire & Marine Ins. Co. 
tarnett, Inc 
Fire Insurance Co. 
nefit Life Insurance Co. 
Ben Franklin Fire Ins. Co. 
, Casualty Co. of Detroit 
. nal Fire Group 
Fire Ins. Co. of Hartford 
Surety Co. 
terdam Casualty Co. 
and Fire Insurance Co. 
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New England Mutual Life Ins. Co. 
New Jersey Claim Service Bureau 
New York Casualty Co. 

New York Fire Insurance Co. 

New York Life Insurance Co. 

New York School of Insurance 

New York Underwriters Ins. Co. 
The Newark Fire Insurance Co. 
North British & Mere. Ins. Co., Ltd. 
North River Insurance Co. 

North Star Reinsurance Corp. 
Nortneastern Insurance Co. 

The Northern Assurance Co., Ltd. 
Northwestern Mutual Fire Assn. 
Nortiwestern National Life Ins. Co. 
Norwich Union Fire Ins. Society, Ltd. 
Obrion, Russell & Co. 

Occidental Insurance Co. 

The Ocean Ace. & Guar. Corp., Ltd. 
Old Colony Insurance Co. 

Orient Insurance Co, 

The Palatine Insurance Co., Ltd. 
Pearl Assurance Co., Ltd. 

Peerless Casualty Co. 

Pennsylvania Fire Insurance Co. 
Penn. Lumbermens Mut. Fire Ins. Co. 
The Perrin Organizations 

Phoenix Assurance Co., Ltd. 
Phoenix Insurance Co. 
Phoenix-London Group 

Pittsburgh Undewriters 

Pohs Institute of Insurance 

Potomac Insurance Co, 

Preferred Accident Insurance Co. 
Providence Washington Insurance Co. 
Provident Fire Insurance Co. 
Prudential Insurance Co. of America 
Queens Insurance Co. of America 
Railroad Insurance Association 
Reinsuranee Corporation of N. Y. 
Renewal Purchase Co. 

Island Insurance Co, 

F. F. Richardson, Inc. 

Richmond Insurance Co. 

Riker & Lynch, Ine. 

Rochester American Insurance Co, 

S. W. Roffman & Co. 

The Rough Notes Co. 

Royal Exchange Group 

Royal Indemnity Co. 

Royal Liverpool Groups 

Royal Plate Glass & General Ins. Co. 
Safeguard Insurance Co. 

St. Paul Fire & Marine Insurance Co. 
Sanborn Map Co. 

Schiff, Terhune & Co., Ine. 

Scottish Union National Insurance Co. 
Seaboard Fire & Marine Insurance Co. 
The Seaboard Insurance Co, 

Security Group 

Security Taxpayers Mut. Ins. Co. 
Seibels, Bruce & Co. 

W. T. Shakelford & Co. 

F. B. Singer & Co., Inc. 

Southern Fire Insurance Co. 
Springfield Fire & Marine Ins. Co. 
Standard Accident Insurance Co. 
Standard Fire Ins. Co. of Hartford 
Standard Marine Insurance Co., Ltd. 
Standard Surety & Cas. Co. of N. Y. 
Star Insurance Co. of America 

The State Assurance Co., Ltd. 

Sun Indemnity Co. of New York 

Sun Insurance Office 

Sun Life of Canada 

Swiss Reinsurance Co. 

Talbot, Bird & Co., Ine. 

Thames & Mersey Mar. Ins. Co., Ltd. 
Transcontinental Insurance Co. 
Transit Surveys, Inc. 

Travelers Insurance Co. 

Tnion Assurance Society, Ltd 

‘nion Maine & Gen. Ins. Co., Ltd. 
Tnited Firemens Insurance Co. 
‘nited States Casualty Co. 

Tnited States Fidelity & Guaranty Co. 
"nited States Fire Insurance Co. 
Tnited States Guarantee Co. 

The Unity Fire Insurance Co. 
Universal Insurance Co. 

Henry J. von der Lieth 

John C. Weghorn Agency, Ine 
Westchester Fire Insurance Co. 
Western Assurance Co. 

White & Camby, Ine. 

Wolfe, Corcoran & Linder 

The Wright Agency 

The Yorkshire Group 

Zurich Fire Insurance Co. 

Zurich Gen. Acc. & Liab. Ins, Co., Ltd. 
Zweig, Smith & Co., Inc. 


Petroleum & Oils 


American Oil Co. 

Barnsdall Oil Co. 

Cities Service Ojil Co. 

Colonial Beacon Oil Co, 
Ethyl Corp. 

Gulf Oil Corp. 

Lion Oil Co., Ine. 

Maritime Oil Co. 

Mexican Petroleum Corp 
Petroleum Industry War Council 
Pure Oil Co. 

Shell Oil Co., Ine. 
Socony-Vacuum Oil Co., Ine. 
Standard Oil Corp. of N 

The Texas Co. 

Tide Water Associated Oil Co. 


Public Utilities 


American Gas & Electric Co. 
Bell Telephone System 
Columbia Gas & Electric Corp. 
Consolidated Edison System Co. 
Georgia Power Co. 

Houston Pipe Line Co. 
International Tel. & Tel. Corp. 
New York Telephone Co. 

R. C. A. Communications, Ine. 
South Carolina Power Co 
Southwestern Gas & Electric Co. 
Texas Power & Light Co. 
United Gas Pipe Line Co. 


Shipping 
Acme Fast Freight 
Alcoa Steamship Co. 
American Dock Co. 
American Export Lines 
American-Hawaiian Steamship Co. 
American President Lines 
American Shipping Co. 


American South African Line 
American Union Transport 
Anchor Line 
D. C. Andrews & Co. 
The Arundel Corp. 
Atlantic Forwarding Co. 
Atlantic Gulf & West Indies 
Steamship Lines 
Atlantic Terminal & Warehouse Co. 
Bahamas Trading Co. 
Baker, Irons & Dockstader 
Baker & Williams 
Barber S. S. Lines 
Baron Line 
Beard’s Erie Basin 
P. R. Behring Co. 
J. E. Bernard & Co. 
Arnold Bernstein Shipping Co. 
Bethlehem Shipbuilding Co. 
Bluefries-New York, Ine. 
Bolton & Mitchell, Ine. 
sooth American Shipping Corp. 
Boston Tidewater Terminal 
Bowne-Morton’s Stores, Ine. 
Bowring & Co. 
Boyd, Weir & Sewell, Inc. 
British Consulate 
A. H. Bull & Co., Ine. 
A. L. Burbank & Co., Ltd. 
J. H. Burns Co. 
Bush Terminal Co. 
W. J. Byrnes & Co. 
Campbell Stores 
Cavanaugh Shipping Co. 
Chilean Line 
A. F. Cofod & Co., Ine. 
Colony Shipping Co., Ine. 
Thos, Cook & Son Wagon Lits, Inc. 
Cosmopolitan Shipping Co. 
Corrigan Dispatch Co. 
Cramp Shipbuilding Co. 
Cunard White Star Line 
Davies, Turner & Co. 
The De La Rama S&S. 8S. Co. 
Rafael Del Castillo & Co. 
A. J. De May & Co. 
R. F. Downing & Co. 
Draeger Shipping Co. 
Dumont Shipping Co, 
Dwyer Lighterage, Inc. 
Dyson Shipping Co. 
Eastern Transportation Co, 
Thor Eckert & Co. 
Ellerman’s Wilson Line 
James W. Elwell & Co. 
M. Farris & Co. 
John H. Faunce, Ine. 
Foreign Shipping Service Co. 
Freedman & Slater, Inc. 
Funch, Edye & Co. 
Furness, Withy & Co. 
Gallagher & Ascher, Ine. 
Garcia & Diaz 
Gartland Steamship Co. 
General Steamship Corp. 
Gerhard & Hey Co., Ine. 
Girwood Shipping Co. 
Grace Line 
Gray, Mackenzie & Co. 
W. E. Hedger Transportation Corp. 
W. Heinmann In’tl Transp. Service 
Hemisphere Trading Co. 
E. Henningson Co. 
Hensel, Bruckmann & Lorbacher, Ine. 
Charles Hill & Sons 
John C. Hill Co. 
Hilton & Son 
Holland-America Line 
Hoole Service Co. 
Horstmann Warehouse & Truck. Corp. 
Hudson Shipping Co. 
Independent Pier Co. 
Inge & Co., Ine. 
Inter-Continental Forwarding, Inc. 
Intercontinental Steamship Lines 
Inter-Maritime Forwarding Co. 
Inter-Ocean Export Corp. 
International Forwarding Co. 
International Freighting Corp. 
Isbrandtsen Moller Co. 
Isthmian Steamship Co. 
Jardur Import Co. 
Java Pacific Line 
Johnson's Warehouse, Inc. 
Kane Import Corp. 
Keer, Maurer Co. 
Kerr Steamship Co. 
Kerston Shipping Agency 
Koons, Wilson & Co. 
Lamport & Holt Line 
Lehigh Warehouses & Transp. Co. 
George M. Leininger Co., Ine. 
Lincoln Tidewater Terminals, Inc. 
Lloyd Brasileiro 
Lunham & Reeve, Inc. 
Lykes Bros. Steamship Co. 
Major Forwarding Co. 
Maron & Schaefer 
F. Marti & Co. 
Martin Bros. 
The Maryland Drydock Co. 
John A. McKee & Co. 
Meadows. Wve & Co 
Meseck Towing Lines. Inc. 
Mexican Navigation Co. 
Mississippi Shipping Co. 
Moore McCormack Lines 
Moran Towing & Transportation Co 
Munargo Line Co. 
F. W. Mvers & Co. 
Fred O. Nelson Co., Inc. 
N. Y¥. & Cuba Mail S. S. Co 
N. ¥. Dock Co. 
N. ¥. Foreign Trade Zone Operators 
N. Y. & Porto Rico Steamship Co. 
W. P. Neth Co. 
Norton & Ellis of N. Y., Ine. 
Norton TAlly & Co 
. BE. Nydegger & Co. 
John Oleksiak 
Panama Lines 
Philadelphia Piers, Inc. 
Pitt & Scott Corp. 
Premier Shipping Co. 
Quinn Bros., Inc. 
David C. Reid Co. 
Riveredge Warehouse Corp 
John C. Rogers & Co. 
Rohner-Gehrig & Co. 
William J. Rountree Co 
H. W. St. John Co. 
R. J. Saunders & Co 
Seas Shipping Co. 
Service Drayage Co. 
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W. O. Smith & Co. 

Milton Snedeker Corp. 

Sprague S. S. Agency, Inc. 
Standard Fruit & Steamship Co. 
States Marine Corp. 

Stockard & Co. 

Submarine Signal Co. 

Sun Shipbuilding & Drydock Co. 
Suwannee Fruit & Steamship Co. 
Sword Lines, Inc. 

Terminal Shipping Co. 

Thaten Terminals, Inc. 
Tidewater Field Warehouses, Inc. 
Titan Shipping Co. 

Todd Shipyards Corp. 

Francisco R. Trevino & Co. 
Underwriters Discount Co. 
United Fruit Co. 

United Seamen's Service, Inc. 
United States Lines Co. 

United States Navigation Co. 
Vaco, Ine. 

Van Oppen & Co. 

F. E. Wallace & Co. 

War Forwarding Corp. 

The Waterman Steamship Co.'s. 
Wedemann & Godknecht, Inc. 
Wessel, Duval & Co. 

Wheeler Shipyards, Inc. 

Daniel F. Young, Inc. 

W. R. Zanes & Co. 


Textiles 


Amazon Knitting Co. 
American Bemberg Corp. 
American Manufacturing Co. 
Avondale Mills of Alabama 


American National Bag & Burlap Co. 


American Viscose Corp. 
American Woolen Co. 
American Yarn & Processing Co. 
Appalachian Mills Co. 

A. W. Archer Co. 

H. A. Aslett & Co. 

Joshua L. Bailey & Co. 
Joseph Bancroft & Sons Co. 
William L. Barrell Co. 
Beaumont Manufacturing Co. 
Bellman Brook Bleachery Co. 
Brandon Corp. 
Bruns-Nordeman Co. 

Burros Bag Co., Ine. 
Callaway Mills 
Cantor-Greenspan Co. 
Celanese Corp. of America 
Chatham Manufacturing Co. 
Clifton Manufacturing Co. 
Cluett, Peabody & Co., Ine. 
Cohn-Hall-Marx Co. 
Comer-Avondale Mills 
Commercial Factors Corp. 
Cone Export & Commission Co. 
Consolidated Textile Co. 
Cotton Consumption Council 
Cotton Textile Institute 
Cramerston Mills 

Curran & Barry 

Currier & Co., Ine. 

Cutter Manufacturing Co. 
Deering Milliken & Co. 
Delta Manhattan Co., Ine. 
lL. F. Dommerich & Co. 
Draper Top Co. 

Dundee Mills, Ine. 

Dunean Mills 

E. I. DuPont de Nemours & Co. 
Durene Association of America 
Eagle & Phenix Mills 

The Elmira Knitting Mills 
Emerson Bag & Burlap Co. 
Emery & Conant Co. 

Erwin Mills 

The Esmond Mills, Ine. 
Leslie Evans & Co. 

Exeter Manufacturing Co. 
Exposition Cotton Mills 
Faith Mills, Ine. 

Federated Textiles, Inc. 
Fitchburg Spinners Sales Corp. 
Forrest Yarn Co. 

Forte, Dupee, Sawyer Co. 
Franklin Process Co. 

Fruit of the Loom, Inc. 
Gardiner-Warring Co. 

Gibbs Underwear Co. 

A. S. Haight & Co. 

P. H. Haines Knitting Co. 
Hathaway Mfg. Co. 
Heineman & Seidman 
Hesslein & Co., Ine. 

A. W. Hilliard & Son 
Holmes & Co, 

Hooker & Saunders, Ine. 
Hyde-Rakestraw Co. 
Industrial Rayon Corp. 
International Looms, Inc. 
Iselin-Jefferson Co. 

William Iselin & Co. 

J. B. Jamieson Co. 

The Johnstown Knitting Mill Co. 
A. D. Juilliard & Co. 

The Kent Manufacturing Co. 
Ketcham & Bell 

Robert C. King & Co 

Ralph PD. Kingsley 

Lamport & Co., Ine 

Lincoln Mills 

Little Falls Mfg. Co 

John P. Maguire & Co 

Maine Mills 

Manhattan Shirt Co. 
Marlboro Cotton Mills 

Dana M. Martin Co 
Mathews Cotton Mills 
Mauney-Steel Co. 

Minot Hooper & Co. 

L. P. Muller & Co. 

Nashua Mfg. Co 

National Cotton Council of America 
National Spinning Co., Ine. 
Neisler Mills Co., Ine. 
Newberry Cotton Mills 
Nichols & Co 

North American Rayon Corp 
North Carolina Finishing Co 
The Oneida Bleachery, Ine. 
Pacific Mills 

Pannill Knitting Co 

Pape & Earley, Ine 

Parker, Wilder & (Co. 
Pepperell Manufacturing Co. 
Pequot Mills 


Perry Knitting Co. 

W. C. Plunkett & Sons Co. 

Reeves Bros., Ine. 
Rhodiss Mills Co., Ine. 
Richards, Sutton & Thornton, Ine, 

Rubin-Meltzer Corp. 

Schell, Longstreth & Co. 
Scheuer & Co, 
Schoolfield & Co., Ine. 

L. Schwartz & Co., Ine. 
William H. Shelp & Co. 

. A. Smith & Son, Inc. 
Smith-Weihman Co., Ine. 
N. L. Solomon 
Southeastern Cottons, Inc. 
Springs Cotton Mills 
The Standard Bleachery 
Standard Knitting Mills, Ine. 
Startex Mills, Ine. 

Stein, Hall & Co. 

P. Stevens & Co. 

J. F. Stifel & Sons, Inc. 
Stillwater Worsted Mills 
Suncook Mills 

Taylor, Clapp & Beall 
Tennessee Eastman Corp. 
A. M. Tenney Associates, Inc. 
Textile Banking Co. 
Textiles, Ine. 
Textile-Shares Corp. 

W. Harris Thurston 

The Tillinghast-Stiles Co. 
Tradeameric Corp. 

Tripp, Kory & Co. 

Tubize Chatillon Corp. 
Henry J. Tully & Co. 
Turner, Halsey, Ine. 
Uchitelle, Kalik & Co. 
The Underwear Institute 
Union Bag & Paper’ Corp. 
United Co. 

The United States Finishing Co. 
United States Testing Co. 
Utica Knitting Co. 
Uxbridge Worsted Co. 

Cc. Cc. Valentine & Co, 

J. W. Valentine Co. 
Walker & Co. 

Wamsutta Mills 
Wellington Séars Co. 
West Point Manufacturing Co. 
White-Lamb-Finlay, Ine. 
William Whitman Co. 
Francis Willey & Co. 
Wilson & Bradbury, Ine. 
George Wood Sons & Co. 
Woodward, Baldwin & Co. 
Wrights Underwear Co, 


Transportation 


American Airlines, Ine. 
American Locomotive Co. 
Atchison, Topeka & Santa Fe 
Atlantic Coast Line Railroad 
Baltimore & Ohio Railroad 
Buick Motor Car Co. 
Chesapeake & Ohio Lines 
Chicago, Rock Island Lines 
Continental Motors Corp. 
Curtiss-Wright Corp. 

Eastern Air Lines 

Eastern Railroads 

Erie Railroad 

General Motors Corp. 

Kansas City-Southern 
Lackawanna Railroad 

Longe Island Railroad 

New Haven Railroad 

New York Central System 

Pan American Airways System 
Pennsylvania Railroad 
Pressed Steel Car Co. 

St. Louis-San Francisco 
Seaboard Railway 
Southern Railway System 
Studebaker Co, 
Trans-Canada Air Lines 
Transcontinental & Western Air Line 
Zentz Motor Lines, Ine. 


Wines & Spirits 


American Distilling Co 
American Spirits, Ine. 
Austin, Nichols & Co., Ine. 
Bernheim Distilling Co., Ine. 
Browne Vintners Co., Ine. 

E. & J. Burke, Ltd. 

Calvert Distillers Corp. 

Canada Dry Ginger Ale, Ine. 
Carstairs Bros, Distilling Co., Ine, 
Comex Wine & Spirit, Ine. 
Continental Distilling Corp. 

B. Cribari & Sons 

t. U. Delaphena & Co., Ine. 

F. C. G. Importers, Inc 

Jos. S. Finch & Co., Ine. 

The Fleischmann Distilling Corp. 
Frankfort Distilleries, Ine 
Gallagher & Burton, Ine. 
Gambarelli & Davitto 

Garrett & Co., Ine 

Glenmore Distilleries, Ine 

Hunter Distilleries Co., Ine. 
Charles Jacquin et Cia, Ine. 

Wm. Jameson & Co., Ine 

Leroux & Co., Ine. 

James M. MecCunn & Co., Ine. 
McKesson & tobbins, Ine 
Meier's Wine Cellars 

G. H. Mumm & Co. 

National Distillers Products Corp. 
Nussbaum’'s Liquor Store, Inc, 
Oldetyme Distillers Corp. 

(Gordon O'Neill Co. 

Park Benziger & Co., Ine. 

Park & Tilford Distillers, Ine. 
Picker-Linz Importers, Inc 

The Roma Wine Co., Inc 

Jacob Ruppert Brewing Co. 

The F. & M. Schaefer Brewing Co. 
Schenley Distillers Corp. 
Seagram-Distillers Corp 

Somerset Importers, Ltd. 
Standard Food Products 

Tiara Products Co., Ine 

21 Brands, In 

Hiram Walker & Sons, Ince 
Julius Wile Sons & Co 
rR. C. Williams & Co Ine 


tailway 


.» Inc. 
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M steal Life Hires 
Experts to Help 
Humanize Letters 


New York, May 19.—Based on re- 
sults of certain opinion surveys re- | 
cently conducted by the Mutual Life | 
Insurance Company of New York, | 
which proved that the average per- | 
son does not understand many of the | 
terms and phrases used by life in- 
surance companies in their letters | 
and other communications, Mutual | 
Life has engaged a firm of corre- 
spondence specialists to study the| 
company’s correspondence methods | 
and provide a course of instruction | 
for its letter writers on ways of fur- | 
ther simplifying and humanizing 
their letters. 

The program, now under way, in- 
* cludes interviews with department 
heads to determine the correspond- 
ence problems of each department; | 
a review of all recent letters; group 
discussions with those who dictate 
letters in each department; estab- 
lishment of a system of time-records 


Crown, one of the company’s top 
quality pipes. 


on the flow of correspondence; a| 
course of lectures for those who| 
write letters, and separate lectures | 
for the stenographic group; prepara- 
tion of a complete correspondence | 
manual for continued use by all. 
members of the organization; and 
the development of a system for) 
periodic review and discussion of | 
letters. 

Clifford B. Reeves, assistant to the 
president, pointed out that as part. 
of the company’s effort to translate | 
its business into understandable 
terms for policyholders and the’! 
public, Mutual Life has simplified | 
and humanized many of the printed 
forms and form letters. 


Seidenbaum Appointed 


Henry, Leonard & Thomas, Inc., 
Ozone Park, N. Y., pipe maker, has 
appointed William G. Seidenbaum 
Advertising Agency, New York, to 
handle its advertising. General 
magazines, class and trade publica- 
tions will be used, with special em- 
phasis placed on the Royalton Silver 


Lhe histevie Balllefiold 
whilury 
IS IN WWL-LAND 


And so are 10,000,000 customers from 5 different states 


that’s WWL! 


your program, just 


will do the whole job 


50,000 WATTS, a clear channel, 
and five times the power of any 


station within hundreds of miles— 


IF THE DEEP SOUTH is on 


50,000 WATTS—CLEAR CHANNEL 


The Greatest Selling POWER in the South's Greatest City 


CBS Affilicte—Not'l Representatives, The Katz Agency, Inc. 


one station 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


May 10. Standing in line to buy a rail- 
road ticket, I was reminded of the old say- 
ing that there is very little wrong with a 
business that orders won’t cure. For years 
the railroads were in the financial and eco- 
nomic doldrums, and many were the gran- 
diose schemes devised to save them. But 
now the movement of men and goods for 
war, the shortages in ship, automobile and 
air transportation, and the greater prosper- 
ity of millions, are taxing all rail facilities. 
Result: debts being paid off, bankruptcies 
being voided, and rail stocks being bid up. 
Even John Lewis and the coal operators 
could probably resolve their problems if 
they had enough orders to operate mines at 
capacity. 


May 11. Lunched with an executive of 
one of our big department stores. He said 
the demand for merchandise continued to 
be insatiable, and that so far they had been 
able to keep supply somewhere near it only 
by all sorts of buying ingenuity. In many 
out-of-the-way spots they have discovered 
little, unknown producers of unique arti- 
cles, whose output in total has helped sub- 
stantially in the maintenance of the store’s 
volume. 


May 12. The Art of Advertising is con- 
cerned with selling goods, whereas the Art 
of the Advertising Business is concerned 
with selling advertisers. The distinction is 
important, especially for the beginner, who 
must in the end learn both trades. To learn 
the Art of Advertising, which is the solid 
foundation, take your eyes off the big color 
pages, and pay close attention to the little 
ads in newspapers and magazines—to the 
medical “readers,” the mail order gadgets, 
and the food specialties. Pay particular at- 
tention to the ads which are repeated again 
and again; these are known pullers. Study 
them closely to see how they get that itch 
for orders into them. 


May 13. One subject which has been 
highlighted by the war is the question of 
small business vs. big in this country. We 
are beginning to realize that there may be 
some basic differences, of great social im- 
portance, between them. One is in the 


nature of the business ownership. A pro- 
prietor who is operating on and risking his 
own capital is what we really think of 
when we talk about “free enterprise.” It is 
not so clear that the management of a big 
corporation, which has very little personal 
ownership in it, is in the same position, and 
is entitled to the same degree of freedom. 


May 14. Years ago Professor Judd of the 
University of Chicago showed how the con- 
sumption of reading matter began to rise in 
this country after the introduction of the 
McGuffey Readers taught the oncoming 
generations how to read. I thought of this 
today after listening to a group of educa- 
tors discuss developments in Visual Educa- 
tion—that is, teaching by films and other 
visual devices. Here is a movement which 
might have equally far-reaching effects— 
on literature and on advertising. 


May 15. Went down to southern Ohio, to 
my family home, and found the dogwood, 
redbud, and lilacs in late bloom. There is 
no fairer land than this one, with its gentle 
hills, rolling farms, and quiet villages. The 
Revolutionary soldiers of the Order of the 
Cincinnati thought so, too, when they came 
to settle these parts in the days of America’s 
youth. They left upon the land the imprints 
of a society of free men which even modern 
industrialism has not yet wiped out. 


May 16. Spent much of the day reading 
a new life of John Morgan, the brilliant 
Confederate raider who taught the military 
world new tactics in the use of cavalry. In 
July, 1862, he escaped from a trap of Fed- 
eral troops by capturing the town of Cyn- 
thiana, Ky., where my mother was a girl of 
five. On the morning after the battle she 
was taken to Morgan’s camp by my grand- 
father, a southern supporter. There they 
found the Colonel just beginning his retreat 
South. Though in the heart of enemy-held 
country, this dashing commander swung the 
little girl to the saddle before him, and 
gaily road her home before departing. And 
if you don’t believe it, says my mother, you 
can see the very horse, with him upon it, in 
the Lexington, Ky., statue to this day. A 
Rebel still, and proud of it. 


a 


Fleer to Launch 
Big Magazine 


Campaign in June 


New York, May 18.—A nation- 
wide advertising campaign will be 
launched in a wide list of magazines 
‘by Frank H. Fleer Corporation, 
Philadelphia, maker of Fleer’s candy 
coated and stick gum. 

Initial black-and-white insertions 
| will appear in June issues of Col- 
_lier’s, Life, Look, Motion Picture, 
| Movie Story, Photoplay, Radio Mir- 
ror, Romantic Story, The Saturday 
Evening Post, True Confessions, 
True Experiences, True Love & 
Romance, True Romances, and Puck, 
the Comic Weekly. Half and quar- 
ter page units will be used, with 
, one-third page in color in Puck, the 
Comic Weekly. Advertisements will 
appear every month throughout the 
year. 

Wartime shortages will restrict 
distribution of the candy coated 
gum to certain selected areas where 
sales have shown marked prefer- 
ence for this product. 

J. D. Tarcher & Co., 
handles the account. 


NBC Promotes Forrest 


| Arthur L. Forrest of the promo- 
| tion department of National Broad- 
casting Company, New York, has 
been appointed manager of the net- 


| 


| 
| 


work’s public service promotion di- | 


vision, succeeding William E. Webb, 
who has been commissioned lieu- 
tenant (jg) in the Navy. 


New York Offices Moved 


J.J. Devine & Associates, publish- 
ers’ representative, has moved its 


New York offices from 415 Lexing-| 


ton Ave. to 25 W. 43rd St. 


Names Two Managers 


The Guide Magazines, New York, 


has appointed William A. Rosen as 


eastern advertising manager of 
Guide Screen Unit and A. L. Reinitz 
as eastern advertising manager of 
Click. 


soMETHING AVE JVs 


HAPPENING IN DAYTON! 


New York, | 


| 
| 


WHO HAS DAYTON’S 
LARGEST DAILY NET PAID | 
NEWSPAPER CIRCULATION? |. 


~ 


THE Pomel 
HERALD. NOW OVER 
20% MORE THAN ANY 
OTHER DAYTON PAPER! 
A GROWTH OF 36% 


IN SIX YEARS! 


DAYTON HAS GROWN TO 271,69 PEOPLE — 75.47! FAMILIES, A.B.C. CITY ZONE. ACCORD- 
ING TO WAR RATION BOOK NO. 2 REGISTRATIONS. A.B.C. TRADE AREA 494,729 PEOPLE. 


tae DAYTON JOURNAL-HERALD 


DAYTON, OHIO - MORNING - EVENING - SUNDAY 


GET THE FACTS ABOUT THIS VITAL MEDIUM 
Nationally Represented by The Geo, A. McDevitt Co. 
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Member of ASSOCIATED PRESS *« UNITED PRESS * INTERNATIONAL NEWS SERVICE * AP, INS & STAFF PHOTOS + MEDIA RECORDS 


ADVERTISING FEDERATION OF AMERICA « AUDIT BUREAU OF CIRCULATIONS * AMERICAN NEWSPAPER PUBLISHERS 


In Business, these days, there is 
little of yesterday’s “dog eat dog” 
thinking. Men have found success more last- 
ing through saneness than through selfishness. 


In a way, the Mirror has become a sym- 
bol of modern business sanity and unselfish- 
ness. For, among all tabloid newspapers, the 
Mirror took a road which diverged from that 
which had led to material success. And on 


this new road, found a success even greater. 


In 1936 the Mirror sought a new way to 
the minds and hearts of readers. For the old 
way was not good; too much depended upon 


externals, too little upon intrinsic worth, 


So, seven years ago the Mirror was remade. 
A new editorial outlook was developed which 
said, in substance, ““The people are possessors 
of mature minds; they can think, reason and 
judge. Give them the facts and they will make 
their own decisions. ’ 


And so the Mirror confines its editorial- 


e 


Only in wartime is the scales of justice hand- 
ed each individyal. “Kill or be killed!” is a 
harsh watchword, but that is the way of war. 


what is food and what is evil? 


izing to the editorial pages; the news is un- 
adulterated, fresh from the wires of all three 
great news services—factual and fast. Features 
purposely appeal to an adult readership; even 
the comics are “‘sensible.” The Mirror is a 
new kind of tabloid newspaper. No longer 
sensational, it reports in picture and text the 
world’s developments for an audience that 


grows in appreciation—and in numbers. 


The 1943 Mirror is the third largest daily, 
the second largest Sunday newspaper in all 
the United States. And that, we think, is a 


measure of reader interest. 


Advertisers, too, approved the change. In 
1942 they gave the Mirror more lineage and 
more of their advertising dollars than ever 
before. And that, we think, is a measure of 


reader responsiveness. 


Today's Mirror is bought at newsstands 
by over 750,000 reader-friends daily; by 


more than 1,700,000 Sundays. 
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Shopping Columns 
Get Spotlight 
af Inland Meeting 


Chicago, May 19.—There are 97 
'“shopping columns” in newspapers 
_with circulations of 10,000 or over, 
the Inland Daily Press Association 
was told today. The speaker was 
os Helen Winters Seubold, of the Inde- 
bing pendent, Grand Island, Neb., who 
presented results of an elaborate 
| survey of this type of promotion. 

Mrs. Seubold defined a shopping 
|}column as a form of paid advertis- 
ing written and arranged in modi- 
fied editorial style, in which mer- 
|chandise and services are described 
jin a chatty vein, often in the first 
person. Such a column excludes 
the business directory, the classified 
column which sometimes runs in the 
women’s section, and the column 
which merely represents gratuitous 
publicity for regular display adver- 
tisers. 


Distribution of Column 


Of the 97 shopping columns which 
conform to this definition, 10 are in 
papers under 25,000 circulation, 30 
in papers from 10,000-25,000 circu- 
lation, 14 in the 25-50,000 bracket, 


WPB Issues Pamphlet 


WPB’s War Production Drive 
Headquarters, Washington, D. C., 
has issued a new pamphlet on “Ways 
of Dealing with Absenteeism”. The 
pamphlet discusses methods effec- 
tively used in combating the in- 
plant causes of absenteeism, and 
suggests methods for developing 
community cooperation in handling 
other situations which contribute to| 
lost time on war jobs. 


“WFDF Flint Michigan taught 


me how to swing ’em!” 


circulations. 

Mrs. Seubold said that the shop- 
ping column can be an important 
aid in developing new linage. While 
some papers have had such columns 
for a quarter of a century, 14 have 
started them since Pearl Harbor. 
They have found that small retail- 
ers who would not be good pros- 
pects for display advertising often 
may be sold on the shopping col- 
umn. Some graduate into display. 
Regular advertisers also find the 
shopping column useful for present- 
ing new and novel merchandise and 
store services. 

The only newspapers reporting 
that the shopping column had af- 
fected display advertising adversely 
were those which made the rate for 
the former below the _ display 
charge. Mrs. Seubold believes the 
rate for the shopping column should 
be as solid as the display schedule— 
no giveaways, net rates according to 
number of insertions and all ac- 
counts under contract. One-third of 
the newspapers conducting shopping 
columns have developed § sliding 
scale rate contracts. 

While there is great variety in 
shopping columns, Mrs. Seubold 
gave this picture of the average: 


Describes Average Column 


It is in the four right-hand col- 
umns of the page and is about 15 
inches deep. The heading contains 


|the name of the column in script 
| 14 in the 50-100,000 class and 29 in| or novelty type. 


A typical name is 


as 
ATLANTA 


ournal Circulation now 
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MARCH 31, 1943 


DAILY CIRCULATION 


186,663 


ay 


These figures are the averages for 
the six months ending March 31, 


1943. This is the greatest circulo- 


tion ever attained by any Atlanta 


= 
~ 


SEPT. 30, 1939 
DAILY CIRCULATION 
106,729 


ET 


newspaper—possibly, by any news- 
paper in the South. The large graph 
is interesting. Note the figures in 
small print. They show the circulo- 
tion for each six-month period and 
tell a graphic story of continuous in- 
creased readership. People like to 
read The Journal. 


6 


SUNDAY 


= 106,66 


National Representative: 
SAWYER-FERGUSON-WALKER 


newspapers with 100,00 or more’ 


“Shopping with Sue.” Some kind 
of art work is usually woven into 
the heading. The entire column may 
be enclosed by a border, but column 
rules usually separate it from the 
rest of the page. Within the column, 
rules are removed to give it a clean 
and modern appearance. Regular 
body type is used, but is leaded for 
easy reading. Over the individual 
copy blocks, which are set only 10 
picas wide, there may be a brief 
head of one or two lines. Small 
half-column cuts from mat services 
are used in the top of the copy, line 
drawings being preferred. 

Many columns are dressed up 
with a box at the top or in the mid- 
dle, promoting special events, prais- 
ing local shops, offering to buy for 
readers, and often urging the pur- 
chase of war bonds. 

Seventy per cent of the columns 
appear weekly, 21% semi-weekly, 
and a few three, five or six times 
weekly. Wednesday is the most 
popular day for smaller dailies, 
Sunday for the large. Most shop- 
ping columns are run in the wo- 
men’s section. 

Nine papers ask advertisers to 
pay the cost of special artwork, but 
12 others bear the cost themselves. 
One column has an average of 40 
accounts, but the average column 
has only 16. Most of the accounts 
use the column regularly. Mrs. 
Seubold found women conducting 
most of these columns. 


Iowa Dairymen 
Protest School's 
Margarine Boost 


May 19.—The fight 


Des Moines, 
/between butter 
interests broke out 
in Iowa this week with the Iowa 
Dairy Industry Commission attack- 


mists at Iowa State College, Ames. 

The pamphlet contains the state- 
ment that margarine 
vorably with butter, both in nutri- 
tive value and palatability,” 


and efficiency of margarine, dairy | 
interests have been rather effective | 
|in suppressing its use.’ 
| Dairy Industry leaders are de- | 
|manding that the pamphlet 
| withdrawn from circulation and hn 
pudiated by the college, and that 
the author and four-member faculty | 
editorial committee be discharged. 
A score of dairy association rep- | 
resentatives arranged for a meeting 
with Dr. Charles E. Friley, president 
of Iowa State College, at which 
Julius Bruner, Osage, president of 


tion, stated: “Iowa dairy farmers, | 


rank second in butter production, 
resent publication of this pamphlet 
by Iowa State College. They would 
_have ignored it, if it had been pub- 
lished by the manufacturers of oleo- 
margarine and various substitutes 
for butter. But, on its face, this 
pamphlet is published by the col- 
lege that the dairy farmer willingly 
and liberally has taxed himself to 


maintain and support over a long) 


period of years. 

“The dairy farmers will be satis- 
fied with nothing less than recall of 
‘this pamphlet, denial of faculty re- 
‘sponsibility for it, and removal 
from the faculty of Iowa State Col- 
lege of its authors as self-convicted 
incompetents.” 

The pamphlet, “Putting Dairying 
on a War Footing,” is one of a series 
on wartime farm and food policy 
and was written by O. H. Brown- 
less, research associate of economics, 
and published by the Iowa State 
College press. It was approved, ac- 
cording to the author’s acknowledg- 
ments, by an editorial committee. 


Curtis Increases Wages 


_ Effective immediately, 3,500 em- 
|ployes of the Curtis Publishing 
|Company, Philadelphia, will receive 
la wage increase of 7% cents an 
‘hour. The increase, snncoved by the 
| Regional War Labor Board, brings 
the average straight-time hourly 
earnings to 9734 cents. 


Elected to AFA 


The Advertising Federation of 
America, New York, recently 
elected the following to membership 
in the Federation: Coca-Cola Com- 


pany, Atlanta, Ga.; Galvin Mfg. 
Corp., and Earle Ludgin & Co., Chi- 
cago; Helena Rubinstein and 
Sterling Advertising Agency, New 


York, and Southeastern Broadcast- 
ing Co., Macon, Ga. 


and oleomargarine | 
into the open | 


ing a pamphlet printed by econo- | 
“compares fa- 


and | 
adds that “in spite of the food value | 


the Iowa Local Creameries Associa- | 


who have brought the state up to| y 


—— 


| SPUR TO ACTION 


The Anglo National Bank, Sen Francisco, 
celebrated its 70th birthday with this 


full-page advertisement in Bay area 
newspapers to spur citizens into action 
for the benefit of the Red Cross blood 
bank. The advertisement was designed 
and written by C. E. Persons, vice-presi- 
dent in charge of public relations of 
McCann-Erickson's Pacific Coast offices, 


Ganz Company Moves 

William J. Ganz Company, New 
York producer and distributor of 
‘motion pictures, has moved to new 
| quarters at 40 E. 49th St. 


| 


Have you hear 
the hit song; 


Lili Marleen’ 


IT’S NOT ON the juke-boxes . . . your 
favorite crooner doesn’t croon it but 
it’s just about the biggest song hit in 
the world today! And—it came out of 
Germany! The German soldiers sing it 
straight—the conquered people parody 
it (you can guess how!)—and the Brit- 
ish have their own words for it. 


IT WAS PLAYED for the first time 
over the American air-waves on [he 
March of Time on April 29th, sung in 
English translation. It’s another in 4 
long line of scoops, beats, and exclu- 
sives on The March of Time week alter 
week after week. 


Tue MARCH OF TIME brings you news 
from the world’s War Fronts .. . told 
by the people who saw it happen 
and much of it is news that you don't 
get in the papers. 


TUNE IN ANY THURSDAY-— ond 
you'll tune in every Thursday. For 
you'll see why The March of Time \as 
been called “a great public service 

and “the high spot of the radio week” 


THE MARCH OF TIME 
Sponsored by the editors of 


TIME 


beamed to 23,000,000 radios of 


THE NBC NETWORK 
THURS. 10:30 P. M., EWT 


Rebroadcast by short wave 
each week to Europe, Asia, 
Australia, and Latin America. 
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RESERVATIONS are urgently 
requested. Please phone or write Virginia 
Ware, Room 400, 910 South Michigan 
Avenue, Webster 3701. Price of the 
‘uncheon is $1.25, plus tax. 

‘lables accommodate eight. 
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THE ART DIRECTORS CLUB OF CHICAGO 


PROUDLY PRESENT 


1943 RECORD book, showing every illustration that hung in the 
Exhibition of Advertising Art at the Art Institute of Chicago, and all 
complete advertisements, will be on the press soon. Sponsored by the Art 
Directors Club of Chicago, it will be published by A. Kroch and 

Sons. This magnificent volume of 240 pages, in color, will 

be available by early autumn. 


‘CWAR AND ADVERTISING” a short, stirring address by 
Colonel Chester L. Fordney of the United States Marine 
Corps, at the Awards Luncheon, Louts XVI room, Hotel 
Sherman, 12:15 o’clock on Thursday, May 27. Awards will 
be presented to leading artists, art directors and advertisers 
of the Middle West. Their winning advertisements from 

the recent Exhibition of Advertising Art will be shown. All 


members of the advertising profession are invited. 


Cortins, Mitten anp Hurcuines, Inc. Chicago photo-engravers, 
who sponsored this page, and J. M. Bunpscuo, INcorPoratep, 

are doubly proud: first, that the work of their craftsmen will be well 
represented at the Awards Luncheon next Thursday. . . . and 
secondly, that they have been chosen to make the plates and do the 
typography for the handsome 1943 Record Book. 
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ises which are being made for rad- 
ical developments in radio and tele- 
vision immediately following the 
end of the war. 

The letter was sent to 65,000 deal- 
ers, including most of the retail 
outlets in this field, thus reaching 
not only merchants handling Zenith 
products, but also those of other 
manufacturers. In it he refers iron- 
ically to promises of new radio de- 
vices which “will produce maga- 
zines and newspapers in most homes 
at the turn of a faucet.” 

“From time to time I have written 
letters to you in an endeavor to 
take you behind the scenes,” Com- 
mander McDonald says. “In a letter 
I wrote to Zenith stockholders on 
Oct. 29, 1933, I made some pre- 
dictions as to how far, in my opin- 
ion, television was ‘around the cor- 
ner,’ and what I said to you then 
about television still goes. 


“Needs Box Office” 


“Technically television is all 
right, but economically it is just as 
unsound as it always was. It will 
be a great industry one day when 
a means is found of paying for the 
programs; in other words, a box 
office. There is nothing wrong with 
television that money will not cure, 
but that cure has not been — 
yet. 

“Advertising and publicity on 
television in 1938 was premature 
and potentially harmful to your 
business then. And now again the 


‘ Zenith President 
Assails Promises 
of Miracle Radio 


Chicago, May 19.—The battle be- 
tween the realists and the “crystal 
gazers” who are planning a revolu- 
tionary new postwar world was 
joined once more when Commander 
E. F. McDonald Jr., president of the 
Zenith Radio Corporation, Chicago, 
one of the most aggressive members 
of the industry, sent a letter to 
dealers this week burlesquing prom- 


7. 
a 


impractical type of esiniiens -gazing 
publicity and advertising on tele- 
vision and most all postwar radio 
can be extremely detrimental to 
your future business. Sensible, 
practical advertising, on the other 
hand, can be immensely helpful to 
you. 

“A terrific injustice has been done 
all automobile dealers and manu- 
facturers by ‘dream designers’ who 
have produced pictures of postwar 
gas chariot designs that will not 
lend themselves to production and 
will probably never grace the public 
highways—they vanish with the 
pages on which they are printed. 
The public has been led to believe 
from these pictures that they are 
going to get an Alice-in-Wonder- 
land automobile the day after the 
war such as cannot be produced, 
and they are therefore going to be 
disappointed. 

“This false hope dreaming by 
armchair strategists is putting both 
the dealers and the manufacturers 
in an unfair position which they do 
not deserve, and it is definitely go- 
ing to hurt auto sales. 


Assails Low Price Appeal 


“The same thing is happening to 
radio—your business. The public 
is being led by peek-a-boo adver- 
tising and publicity to believe that 
the postwar radio will contain tele- 
vision and many other mysterious 
and miraculous devices at an un- 


believably low list price. 
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EVEN THE KITCHEN SINK! 


NUMBER 7 ZENITH RADIO CORPORATION 


CRYSTAL GAZER'S POST WAR 


Wiens race FUTER- AND BEAUTIFIER 
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POST WAR COMBINATION RADIO RECEIVER 


HAS EVERYTHING ©»: EVEN THE KITCHEN SINK! 
Great Christopher Model - Priced at $14.92 in honor of 
discovery of America by Columbus. 40% off for cash. 
Liberal trade-in allowance for your old radio. 


Lampooning impractical prophecies of postwar radio and television developments, 
Zenith Radio Corp. last week sent this cartoon out to dealers throughout the 
country. 


“If this type of advertising and 
publicity continues falsely to raise 
the hopes of the public, it is going 
to hurt your business and mine | 
after the war, as the public will ex- 
pect too much and may be disap- 
pointed with what is offered. 
“Mind you, I am not saying there 
are not wonderful developments 
coming out of our radionic war 
work in building military radios for 
the armed forces (we are engaged 
100% in war work). We have 
learned, as well as_ contributed, 
much, We have explored new fields 
in radionics, and the postwar radios 
to be produced by Zenith will con- 
tain many interesting new develop- 
ments. The future holds much for 
the great industry, radionics, and its 
subdivisions—electronics, radar and 
radio. 

“But let’s be practical in our 
prophecies. Let’s take the whiskers 
off. Let’s not kid the public into 
believing they are going to have a 
combination radio-phonograph-FM- 
facsimile-television set for $14.92, 
with 40% off for cash, as is illus- 
trated by our cartoonist in the en- 
closed drawing. It might be well 
for you to post this picture in your 
window and let the public see that 
at least we have a sense of humor. 

“Seriously speaking, wouldn’t it 
be better to have your postwar 
prospects pleasantly surprised with 
future developments than disap- 
pointed? We do have such develop- 
ments and will have some interest- 


ing ‘firsts’ to show you once more 
But let’s be practical. If we do that 
—if we are conservative in ow 
mutual approach to the public be- 
ginning today—there will be no 
question that your postwar business 
will be greatly benefited. 

“Zenith’s record of progress and 
‘firsts’ in the past is your guarantee 
of what the future will hold.” 


WESTINGHOUSE ANNOUNCES 
POSTWAR POLICY 


Mansfield, O., May 18.—Westing- 
house Electric Appliance Division 
will get into production fast on 
products it sold just before the war, 
but won’t experiment with radical 
changes in the immediate postwa! 
era, T. J. Newcomb, sales manager, 
promised this week in an open lette! 
to 32,000 electrical dealers through- 
out the country. 

The second stage of its postwa! 
planning, he said, will be to intro- 
duce the revolutionary new devel- 
opments as quickly as they can be 
proved valuable. 

Asking what electrical merchants 
will be most interested in the prod- 
uct field after the war, Mr. New- 
comb suggests this possible answe'! 


Quick Action Needed 


“We believe you will want a line 
of products which you can get {0 
actual selling—fast. It’s all right to 
talk about new plastic refrigerators 
and glass ranges, but if you have to 
wait for months before you can ge! 


Has A NEW. 


LARGEST DAILY 
- CIRCULATION — 
IN THE STATE! 


40,221 Daily — 
50,021 Sat.-Sun- 


43¢ Line Daily, 16 


Color supplement Rates 


_ Pablisher's Statement, to AE 
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such products, you're not going to 
jay many tunes on your cash reg- 
ister meanwhile. — 

“Second, you will want products 
that have acceptance. Neither you 
nor your customers will want to ex- 

riment with new and untried 
products and materials, no matter 
how novel and glamorous. ihe 

“So we think postwar planning in 
your interest means our getting into 
production fast, getting you a line of 
products you know will give cus- 
tomer satisfaction—products that 
give you low selling cost, low serv- 


the past few years which were en- 
gineered for the comfort of the oc- 
cupants. 

“Users of automatic heating to- 
day wonder why they were ever 
satisfied with hand-fired central 
heating plants,” he continued. “They 
are well pleased with their auto- 
matic heating systems and a large 
majority of them do not know that 
improvements can and should be 
made.” 

Minneapolis-Honeywell is con- 
ducting a considerable amount of 
research on electronic control 


Radical Postwar 
Product Changes 
Held Unlikely 


Detroit, May 18.—A warning 
against taking too literally the en- 
thusiastic forecasts of immediate, 
radical changes in the design of 
American products following the 
war was sounded here last week by 
Howard E. Blood, president, Norge 
division of Borg-Warner Corpora- 


changes in products and that “many 
manufacturers will resume just 
about where they left off.” 

Norge production for war is ahead 
of contract schedules, he said, and 
the division now is giving more 
thought to new products for home 
use and peacetime production. Mr. 
Blood told distributors and dealers 
at a series of meetings held in cities 
from coast to coast that the com- 
pany is launching a comprehensive 
advertising campaign which seeks 
to build up consumer expectation 
and a healthy postwar market for 


turn to company headquarters here. 
Definite indications of a smashing 
victory for the Allied cause will be 
the signal for tooling and speedy 
conversion, he added. “If the war 
tapers off with the collapse of Ger- 
many and a longer fight with Japan, 
American industry will be prepared 
for quick conversion to peacetime 
production and for making impres- 
sive changes in new models of 
household appliances,” he said. 


Write for circular on 


ice cost and quick turnover and equipment, Mr. Haines added, and | tion. ee cy nd — Rey = wt 
profits. Newcomb emphasized that has been able to maintain the tem- Mr. Blood, who has just returned | ©TS GNG OST HOUSER CQUpeNene. FLUORESCENT 
Mr. P perature in a test bungalow over a|from an extensive tour of cities in Postwar Competition Keen 


Westinghouse has its share of new, 
revolutionary designs for ranges, 
refrigerators and other appliances, 
“and we’re as far advanced with 
them as any patriotic manufacturer 
could be who is 100% in the war | 
ffort.” 
. “But,” he pointed out, “we have 
been in this business a long time, 
and we know that nobody can intro- 
duce new and revolutionary things 
without ‘bugs’. And ‘bugs’ mean de- 
lays in getting into the market, 
serviee expense to dealers, disap- | 
pointment to customers.” 
Dealers and customers will hear a | 
great deal about appliances that are 
coming after the war, the Westing- 
house sales manager predicted, con- | 
tinuing: | 
“You’re going to be told to wait} 
for them. You’re going to be told | 
that everything you sold in the past 
will be obsoleted by what’s coming. | 
And that’s so—eventually. 
“All we say is that products that | 
are coming ring no cash registers 
until they arrive. Rushing into them 
may mean expense to you. We all 
know that the products you sold in 
the past gave mighty good customer 
satisfaction and performance. And 
with the huge postwar demand, 
what is more sensible than to give | 
the public good, proven products— 
pronto?” 
There may be some radical new | 
products in the immediate postwar 
period as a result of new manufac- 
turers who have no time-tried pre- | 
war designs, the letter declared, | 
“but we and certain other manu-| 
facturers like us have an experience | 


in this business—an experience that. 
involves a lot of ‘know-how’ in ap-| 
pliance engineering, manufacturing, | 
and in working with and making | 


money for dealers.” 


MOST PLANS ARE 
PRACTICAL—HAINES 


Boston, May 19.—The great ma- 
jority of predictions on postwar 
living will become realities after 
victory, John E. Haines, manager, 
air conditioning controls division, 
Minneapolis - Honeywell Regulator 
Company, declared here yesterday. 

“Most of the products and plans 
currently proposed are well founded 
on engineering experience; many, in 
fact, were well started before the 
war,” he told the Boston chapter of 
the American Society of Heating 
and Ventilating Engineers. “But a 
small minority of planners are pre- 
dicting fantastic and impractical 
products and designs for living. Un- 
fortunately, these few dreamers 
have caught the fancy of the public, 
which loves to read about this sort 


of thing.” | 


Practicality and sound engineer- | 


considerable length of time which 
varied no more than two-tenths of 
one degree as measured by an ac- 
curate resistance thermometer. 


the East and Midwest, cautioned 
that, especially if the war ends ab- 
ruptly, it may be impossible to make 
tools for some of the proposed 


“There will be very aggressive 
competition in the postwar period 
and many important companies are 
preparing for it,” he said on his re- 


LIGHTING. 
SIGNS OF LONG 


wARTK 


SIGH CO, LIMA, OHIO 


LIFE 
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Sometimes letoéehip is 


taken 


IT HAS BEEN SAID that nothing succeeds like success—but sometimes a 


too much for granted 


long period of leadership is taken for granted and its real significance 
forgotten. 


Ing should supersede appearance, he | 
Said, just as it has in most office | 
buildings, stores, restaurants, thea- | 
ters and even factories built during 


| WGN HAS HELD THE LEAD in volume of local and national spot business 


FIRST 
| among the major Chicago stations for the past three years (still lead- 


ing in 1943, of course). During this time there have been four other 


50,000 watt stations in the highly competitive Chicago market actively 
seeking this same business. 


| WGN holds this leadership because of WGN’s ability to produce 


: SS - sales for its advertisers. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 


A Clear Channel Station 
CHICAGO ILLINOIS 
50,000 WATTS { 


720 KILOCYCLES 
MUTUAL 


to bring you coverage of today’s 
best-spending customers 
100,000 readers daily! 


* *& THE * * 


JOURNAL - COURIER 
NEW HAVEN, CONN. 


BROADCASTING SYSTEM 


EASTERN SALES OFFICE: 220 E. 42nd Street, New York, N.Y. * PAUL H. RAYMER CO., Los Angeles, Cal.; San Francisco, Cal. 
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Appoints Ross Roy 

Davey Compressor Company, 
Kent, O., manufacturer of air com- 
pressors, power take-offs, pneumatic 
saws and field lighting equipment, 
has appointed Ross Roy, Inc., De- 
troit, as advertising and sales pro- 
The account will 
be handled from Akron, with Nor- 
man E. Malone as account execu- 


Test of ‘Phone 
Charge Accounts 


Chicago, May 19.—Seeking a fur- 


motion counsel. ther test of whether the increase in 


Barlow Joins BSF&D 


Lawrence C. Barlow has joined 
the creative staff of Brooke, Smith, 
French & Dorrance, 
was formerly advertising director | 
of William Hengerer Company, Buf- | 
falo, Ernst Kern Company, Detroit, 
and Stix, Baer & Fuller, St. Louis. 


but inconclusive, and the new mail- 
is expected to determine 
whether the plan can profitably be| experimental stage. 
extended to other areas. P 
No additional charge is made for i 

the convenience offered customers, Blue to Publish New 
|but if they increase purchases to a 
|point where Sears’ small per item 
profit margin equals or exceeds the; | . crwe 
bookkeeping cost, the experiment] Will begin publication of a monthly 
will be considered a success. Sears,| “Flash Bulletin” containing 
|in its letter, also brings up the ques- 
|tion of costly C.O.D. returns, deliv- 
ery problems, etc., with this com- 


ROSE KNOWS 


General and Mail Order 


CHARLES EDSON ROSE 


ROSE KNOWS 


SMONYW FSON 


43 EAST OHIO ST... CHICAGO 


“We have found that now, more 
than ever, customers are likely to 


>) %] 5 
ROSE KNOWS be away from home during the day,/ throughout the country. 


and of course when your order 
Sears Expands comes out C.O.D. and you are not at 
home, it has to be brought back and 
Naturally, you’re 
disappointed in not receiving the 
package, and we’re disappointed in 
not having been able to complete 
delivery as we’re doing everything 
we can these days to reduce our 
sales volume is large enough to|truck delivery mileage and thus 
cover the extra expense, Sears, Roe-| conserve tires.” 
buck & Co. has dispatched letters to 
catalog customers in the suburban 
North Shore area of Chicago, invit- 
ing them to open telephone charge 


sent out again. 


ADVERTISING AGE 


Statements are sent out at the 
end of the month, the letter ex- 
plains, and the service may be used 
as soon as an application is sent in 
and the customer’s credit estab- 

Last fall Sears made a similar| lished. 
mailing to a list of 200 customers in 
what it calls its Wilmette telephone 
office area, including several popu- 
lous suburban sections along Lake 


Montgomery Ward & Co. launched 
a “charge it” mail order test last 
year in Evanston, Ill., and extends 
charge account privileges to custom- 
Michigan north of Chicago. The|ers of retail stores it operates in half 
initial response was considered good,|}a dozen cities in the West and 
Southwest. The Evanston test, par- 
alleling Sears’ effort, is still in the 


Monthly Flash Bulletin 
The Blue Network, New York, 


items 
of interest on Blue stations repre- 
sented by the spot sales department. 

Edited by Murray B. Grabhorn, 
national spot sales manager, 
bulletin will be circulated among a 
selected list of advertising agencies | sterchi Bros. 


America’s Greatest 
Industrial Market 


1 Detroit has had the largest population gain 

* since 1940 of any major city in the United 
States. The estimated increase is approxi- 
mately 400,000. 


Detroit is producing more combat muni- 
* tions than any city in the world, according 
to an Office of War Information report. 


3 Factory employment in Wayne County, 
* which is largely Detroit, increased from 
537,000 in January, 1943, to 566,000 in April. 


4 Factory payrolls for 1942 in Wayne County 
* were 45% higher than in 1941; weekly earn- 
ings of factory workers jumped 32%. 


In this great market, The Detroit News, with the greatest cir- 
culation in its 70-year history, will take your message into 
63.8%, of all city zone homes taking any newspaper regularly. 


Tell your story in Detroit and in THE NEWS, now. 


———. A pril-————_, 


*Four weeks and 16 weeks. 
tThree month period. 
*Seven month period. 
aFour month period. 
bFour weeks and 17 weeks. 


APRIL SALES OF CHAIN STORES 


May 24, 1943 


_— 


* Gain -———Ist 4 Months————. 


1943 1942 or Loss 1943 1942 a 
Food Chains 
PRT TT $ 3,880,840 $ 3,988,113 —2.7 $ 16,661,687 $ 15,774,713 5.6 
tKroger Groc. & 
cM adadbsdee 31,132,486 28,374,518 +9.7 130,015,139 108,455,650 98 
tNational Tea ..... 6,815,073 6,884,753 —1.0 28,338,003 28,111,414 0.8 
DE oscdasesae 41,525,926 46,453,992 —10.6 175,400,166 181,978,468 6 
Group Total ....$ 83,354,325 $ 85,701,376 —2.7 $ 350,414,995 $ 334,320,245 +48 
Mail Order 
tSears, Roebuck ...$ 73,324,884 $ 76,301,080 —3.9 $ 197,521,806 $ 214,010,065 > 
OS ee as ee 3,068,198 4,381,103 —29.9 11,431,972 15,053,658 24] 
tMontgomery Ward. 60,655,825 57,604,275 5.3 154,291,784 151,429,627 +19 
Group Total ....$137,048,907 $138,286,458 —0.9 $ 363,245,562 $ 380,493,350 45 ™ 
Drug Chains 
PE. «ses ctdwe ee + 837,883 $ 729,694 +14.8 $ 6,004,485 $ 5,337,850 12.4 
Pere 2,871,433 2,499,903 +14.9 11,905,293 9,734,117 14.6 
WRETOOM saseedne’ 9,106,072 7,519,862 +21.1 35,322,081 29,785,543 18 
Group Total ....$ 12,815,388 $ 10,749,449 +19.2 $ 53,231,859 $ 44,857,510 +147 
Variety and Miscellaneous 
Bond Stores .......$ 4,741,951 $ 3,459,696 +37.1 $ 15,106,628 $ 19,494,282 295 : 
Butior Bree. .....+- 9,759,810 10,009,945 —2.5 37,498,599 37,037,032 +13 ; 
bColonial Stores, 
Ok? padaAwtccertis 6,381,799 5,930,393 + 7.6 28,509,349 23,222,436 : 
aConsolidated Retail 
2S bb ahah <6 1,656,889 1,182,723 + 40.1 6,740,494 4,674,682 i445 
Edison Bros. ...... 4,198,877 4,565,596 —8.0 14,120,776 13,530,792 4.43 | 
ee We “sas bag 13,823,961 12,357,861 +11.9 45,608,139 40,227,651 +13.4 ' 
tGreen, H. L. ..... 5,477,207 4,700,723 + 16.5 14,573,947 12,514,176 + 16.5 
Kresge, S. S. ...... 17,195,832 15,451,864 +411.3 59,307,852 54,747,050 +82 pu 
gt 4 ee 10,012,587 8,640,182 + 15.9 36,549,064 31,619,492 + 15.3 pa 
 wshbavesees 7,119,884 5,169,738 + 37.7 18,428,151 13,337,400 + 38.2 
Oe ere 5,631,516 4,788,010 417.6 19,788,213 16,718,631 18.4 Of 
tMcLellan Stores .. 2,980,402 2,320,608 + 28.4 7,759,509 5,988,978 +295 at 
lS + 7,010,257 5,934,394 +18.1 24,139,809 20,297,864 18.9 j 
Neisner Bros. ...... 3,182,113 2,540,229 + 265.3 10,140,929 8,161,248 $249 ac 
aNewberry, J. J.... 7,242,198 5,666,860 + 27.8 24,597,859 19,539,884 425.5 865 
Penney, J. C. 40,622,720 36,542,388 +11.2 138,753,073 124,904,561 +111 Mf 
Western Auto...... 3,568,000 4,930,000 -—27.6 12,952,000 19,873,000 34.8 ‘ 
Woolworth, F. W.. 37,317,209 33,135,914 + 12.6 130,822,721 119,213,122 +9.7 in 
Diamond Shoe nes 
is: Reb eodvesns 3,242,631 3,003,394 +7.9 9,520,468 9,452,837 +0.7 Ne 
tinterstate Dept. 
Saar e 3,661,281 3,001,204 +22.0 9,823,910 7,927,722 23.9 — 
Melville Shoe Corp.. 4,455,538 5,001,974 —10.9 12,544,078 15,521,585 19.2 
the Rose's 5, 10 & 25c 7 
EE te Wie i clitin 04 782,100 644,354 +21.4 2,801,682 2,258,430 24.1 
2. aaa 2,266,851 2,117,339 +7.0 5,831,329 5,503,321 +5,9 
cane ee 421,763 530,500 —20.5 1,493,575 1,860,607 ~19,7 
Group Total ....$202,753,376 $181,625,889 +11.6 $ 687,412,154 $ 627,626,783 95 
Combined Total. .$435,971,996 $416,463,172 + 4.7 $1,454,304,570 $1,387,297,888 +48 


Curtiss-Wright 
Opens Clinic for 
Morale Campaign 


New York, May 18.—A three-day 
clinical discussion of its mammoth 
war production drive to cut ab- 
senteeism to the bone and step up 
aircraft output was opened here last 
week by the airplane division of 
Curtiss-Wright Corporation, manu- 
facturer of warplane types for the 
United Nations, for its 200 subcon- 
tractors and vendors in this area, 

The local clinic, one of the first 
in a series for 1,500 subcontractors 
in key cities of the East and Middle 
West, follows the inauguration of 
a high powered morale campaign in 
scattered Curtiss plants at a confer- 
ence of government, labor and man- 
agement leaders here on April 11. 

Machinery for the morale-build- 
ing program whirred into action on 
April 4 in Curtiss-Wright factories 
in western New York, Ohio, Ken- 
tucky and Missouri, with teaser 
posters headed “Be a 100% Produc- 
tion Soldier. . . BUOB?” A highly 
dramatic radio show entitled “He 
Does Not Fly Alone,” was aired 
coast to coast over the Mutual net- 
work on April 11, deciphering 
“BUOB” as “Back Up Our Battle 
Skies.” 

On April 12 every Curtiss-Wright 
employe was asked to sign a pro- 
duction soldier’s pledge and after 
six months those who qualify on 
the basis of attendance, bonds 
purchased, blood donations, and 
other war effort achievements are 
awarded silver emblems and be- 
come members of the century club. 
The program is set up for one year 
with gold emblem citations after 
the second six months. 

Currently under way is an exten- 
sive drive on absenteeism, sparked 
by inter-departmental contests and 


crying “Get That Plane to Tokyo” 
spearhead the effort. Production is 


next campaign, according to Ralph 
L. Wintersteen, field supervisor, in- 


ternal relations department, or this - 
may give way to one of the other th 
topics dealing with quality, safety, cil 
health or bonds. ch 
Aiming to diminish fallacies in th 
workmanship, posters caution that 
“Hidden Errors Cost Lives” and in 
“Death Rides the Skies on Hidden nl 
Errors.” Smaller reproductions have C 
been prepared for mounting over si 
time clocks. Si 
Cards have been posted in both t! 
men’s and women’s rest rooms F 
which laughingly remind lethargic 
workers that the enemy, “They el 
Don’t Sit Around on Their Axis,” sy 
and Hitler sneers, “Your Time |s nt 
My Time... When You're in Here.” th 
General hate signs are freely dis- W 
tributed throughout the Curtiss- or 
Wright plants. gr 
th 
th 
Dahlman to Gittins nl 
Oscar C. Dahlman, formerly ad- - 
vertising and promotion manager of pl 
Studebaker Export Corporation, = 
South Bend, has joined Bert S. Git- i 
tins Advertising, Milwaukee, as ac- . 
count executive. Prior to joining o 
Studebaker, Mr. Dahlman was ad- . 
vertising manager of Koehring : 
Company, Milwaukee, for 12 years. . 
Two Join Gardner 
W. Reed Johnston, formerly ac- 
count executive of C. P. Clark, Inc., : 


Nashville, and Meyer Sacks, former 
copy chief of Ratcliffe Advertising 
Agency, Dallas, have joined the 
copy staff of Gardner Advertising 
Company, St. Louis. 


Wells to Aviation 
John E. Wells, former manager of 
Budgit Hoist division of Manning, 


I | Mich., and more recently advertising 
service flags for the winners. Posters | 


| 


Maxwell & Moore, Inc., Muskegon, 


manager of Ex-Cell-O Corporation, 
Detroit, has been named advertising 
manager of Aviation Corporation, 


——" A[UJUOU PIAI9DAL B1B $19}}2[ OOF JO JFvIVAV UB ‘sag 


For 5c to $1.00 Variety Store Market Facts Writ 


SYNDICATE STORE MERCHANDISER-/ 


79 Madison Avenue, New York, N. Y. 


a 
: (CCA CHICAGO - LOS ANGELES * ATLANTA 


the subject being considered for the | Detroit. 
(— Do executives, store managers and store employees 
read the Syndicate Store Merchandiser? | 
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/ Offered as a “deadly example” of what 
a good sub- -contracting relationship can 
/ achieve is the “tank that came out of 
: 865 plants." The Pullman-Standard Car 
1 Mig. Co. copy appeared as a full page 
5 in newspapers of II cities, and in Busi- 
ness Week, Fortune, Nation's Business, 
0.7 Newsweek, Time and United States News. 


» B Kellogg Prints 
- & Official Guide for 
Nutrition Drives 


distribute an official kitchen chart 
which brings the nutrition story 
|into the home. On recommendation 
of the National Research Council, 
food advertisers whose products are 
not included in the seven basic 
groups are asked not to use the 
official symbols in promotion, but 
are asked to contact the nutrition 
and food conservation branch for 
suggestions on how they may tie in 
their story with the nutritional 
drive in an “institutional” manner. 

Non-food advertisers may reprint 
the nutrition symbols or refer to 
them on the air, provided that in 
connection with such use the fol- 
lowing statement is used: “Con- 
tributed in the interest of the na- 
tional wartime nutrition program.” 
Non-food advertisers who plan to 
support the nutrition program are 


urged to submit copy and layouts 
to the nutrition and food conserva- 
tion branch in advance. 

Promotional plans for the 1943 
nutrition campaigns were developed 
through the Advertising Council, at 
the request of the Food Distribu- 
tion Administration, with Benton 
and Bowles as volunteer agency and 
H. W. Roden, Harold H. Clapp, Inc., 
serving as coordinator. 

Copies of the official guide are 
being distributed to advertisers and 
agencies identified with nutrition 
advertising, but additional copies 
may be secured from the Advertis- 
ing Council, 60 E. 42nd St., New 
York. 


MAP EXTENSIVE DRIVE 


New York, May 19.—A general 
promotion campaign to combat in- 


flation may sOon emerge as a result 
of discussions a special committee 
headed by Raymond Rubicam is 
currently holding with Economic 
Stabilization Director Byrnes, in an 
effort to nail down the inflation 
problem so as to develop a general 
copy platform which can be fol- 
lowed by advertisers interested in 
using anti-inflation promotion. 


Plan Copy Platform 


No special campaign is planned, 
but merely the development of a 
copy platform which will insure 
integration of thinking and ap- 
proach by all who join in the effort 
to stave off inflationary tendencies. 

It is reported that one extremel; 
important phase of this anti-infla- 
tion promotion will be provided by 
the magazine publishers, who will 


abandon their civilian defense tie-up 
to take up the anti-inflation theme. 
Other groups which have expressed 
interest in having material of this 
character placed at their disposal 
include life insurance compauies, 
banks, financial institutions, etc. 

Under present plans, however, 
there will be no integrated cam- 
paign, such as that developed for 
metal scrap and fats and greases, 
but only individually - sponsored 
campaigns which will follow the 
same basic themes. 

A unified campaign in the insur- 
ance industry, backed by a group 
of individual companies or by one 
of the existing organizations in that 
field, might eventuate as the result 
of some special independent re- 
search now being conducted, it is 
reported. 


You Cant Afford To Overlook 
3/4615 Connecticut Buyers! 


19.—The nutri- 


New York, May 
ph tion and food conservation branch 
in- of the Food Distribution Adminis- 
his tration, working in cooperation with 
ler the OWI and the Advertising Coun- 
ty, cil, has released an official guide to 
; show how industry can tie in with 
In the nutrition program. 
hat The accordion-style folder, printed 
ind in full color, was contributed to the 
len nutrition campaign by the Kellogg 
ave Company, Battle Creek, Mich. A 
ver similar guide, devoted to point-of- 

sale material, will shortly be printe- 
oth through the courtesy of The Best 
ms Foods. 
“gic The guide lists regulations gov- | 
ney erning the use of the nutrition 
is,” symbol in advertising and contains eee 
Is numerous suggestions for support of Woes te 
re. the program by manufacturers | 
lis- whose products are included in one 
iss- xr more of the seven basic food 

groups, as well as suggestions for 

those with products not included in | 

these groups. Reproductions of the | 

nutrition symbol and target, as well 
ad- as suggestions for point-of-sale dis- | 
> of plays and tie-in symbols, are also 
ion. included. 
xit- Advertisers whose products are 
oe listed in the seven basic food groups 
‘ing may use the official symbol and : 
ad- larget in printed promotion, point- : 
“ing of-sale material, and on radio com- * 
ars. mercials, and may also print and aa 


Every List of 
Active Markets includes 


THE TRI -CITIES 


That’s an imposing number of potential customers, and it includes the 
diversification of greater New Haven and the 31 surrounding towns. 
Because of this and the following factors*: 


America’s 40th Market 


Sam Antonios + * * 963.504 1. Coverage at reasonable rates 6. Well-diversified industries 
Providence. - °° * 944,791 2. Average family income 7. Average retail sales per family 
| Akron ++ ° 7°" " 223,844 3. Representative population 8. Compact boundaries 
Omaha - 1S M11, 4. Average level of business activity 9. A self-contained economy 
-TRI- CIT ° * 910,718 5. Suitable and sufficient outlets 10. Co-operative advertising media 
| Dayton. - °°” 205.967 | 
| Syracuse - 72°" 204,424 
a | Oklahome ome © 203,34) | the New Haven Market was rated 2d in New England. And a market 
e ee | . . . 
* ae 193042 | good for testing is good for selling. 
Richmon es De Bur A 1942) | ae a 
n handi lize thi Sef : 
| marist in n0t'S epmenete manlor cities | Advertising Campaigns Are Successful In 
Rock Island, Moline, Davenport | 
Pius 8 urban communities)—but, | 
actually, a single unified city with | 


11.000 war-prosperous customers. 


And . their popular. right-at-home 
Salesman” in lilinois and Iowa, is— 


WHBF 


5000 WATTS 1270 KC 
BASIC MUTUAL NETWORK 


Affiliate: Rock Island ARGUS 


Howard H. Wilson Co., Nat. Representatives 
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NBC Appoints Forrest 

Arthur L. Forrest has been 
appointed manager of NBC’s public 
service promotion division in New 
York, succeeding William E. Webb, 
who has joined the Navy. Mr. 
Forrest came to NBC in 1942 from 
the Lewis Ayer Advertising Agency, 
Charlotte. He also spent two years 
as research director of Mutual 
Broadcasting System. 


Names McCann-Erickson 


American Mutual Liability Insur- 
ance Company, Boston, has ap- 
pointed McCann- Erickson, New 
York, to direct its advertising, effec- 
tive July 1. Earl C. Donegan is the 
account executive. 


PARENTS’ MAGAZINE FAMILIES 


MORE nation sooxs per ramuy 
mort THAN 4/3 MILLION 
FAMILIES WITH CHILDREN 
YOUR BEST FOOD CUSTOMERS! 


| Nicaragua, 


| 
| 


countries with some of its food 
products and many manufactured 
articles. 


Middle Asserica 
Is Called New 


Shipping Problem Serious 
Although normal trade with Mid- 


’ . ’ 
Trade ‘Frontier : l trac 
; : dle America now is seriously hamp- 

Chicago, May 19. — Middle|ered by the shipping situation, he 
America constitutes a new frontier | said, future development of air and 
area for venture capital and private | highway communication should 
enterprise—not government—should | bring a “closer economic union or 
undertake any development of new | federation” between the countries of 
resources in these countries, Wil-|this area. “This growth should in- 
liam K. Jackson, vice-president, | tensify the unification of transporta- 
United Fruit Company, New York,/ tion systems, the removal of inter- 
said today in an address before the| country barriers to travel and the 
Chicago Association of Commerce|free play of private business enter- 
and Export Managers Club. | prise,” he continued. 

Since the war has closed the door| Citing the development of business 
to normal trade with the East In- | by foreign capital invested in local 
dies and shut off supplies of vital| enterprises in Middle America, Mr. 
materials, he said, the United|Jackson said: “Those people who 
States has discovered that Mexico,|harbor anti-business, anti-capital 
Guatemala, Honduras, El] Salvador, | complexes love to dub this ‘exploita- 
Panama, Cuba, Haiti,| tion.’ If this be exploitation, then 
Santo Domingo, Puerto Rico and the | we all need more of it, because it has 
smaller islands offer a vast area of | been mutually advantageous to em- 
rich tropical soil capable of produc- | ployer and employe, and helpful to 
ing and furnishing much “of what| the economy and stability of the 
we have heretofore obtained from | countries where these direct invest- 
so far away.” | ments have been made.” 

Parts of Middle America appear | eee 
to be hopeful areas for the creation . : 
of new supplies of rubber, Mr. Jack- Reduces Trim Size 
son continued. Panama-grown fiber} Effective with the June, 1943, 
is being manufactured into badly-| issue, Post Exchange will reduce its 
needed rope for the armed forces: | trim size to 8% by 11% inches, as 
and sugar, coffee, cocoa and other|a move to conserve paper. The 
food supplies, as well as strategic) magazine is published by Post Ex- 
minerals, are available. The United| change Publishing Company, New 
States, in turn, can supply these! York. 


PRODUCE 


S PART of the Prairie Farmer- 
WLS “Food for Humanity” pro- . 
gram, we have interviewed represent- 
atives of 19 of the United Nations on 
their countries’ food production and 
requirements now and in post-war 
years. These interviews are being 
broadcast exclusively by WLS, one 
each weekday until all have been 
heard. They were transcribed in Wash- 
ington and New York by John Strohm, 
managing editor of Prairie Farmer, 
and Harry Templeton, WLS war pro- 


gram director. 


Breaking simultaneously with the 
opening of the United Nations Food 
Conference, these interviews have a 


Use the Combination - 


J) warmime!faRMeE 


bye 


BURRIDGE D. BUTLER 
Publisher and President 
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XCLUSIVE! 


tremendous importance to everyone, 
consumer as well as food producer. We 
believe it to be the most significant 
contribution by any organization to 
production of the food to win the war 
...a contribution also to a better Amer- 
ican understanding of the peoples of 
the United Nations. After these re- 
cordings have been heard on WLS, 
they will be made available to all radio 
stations, at the request of the OWI. 

This exclusive series on a subject of 
such timely interest and importance 
is but one more example of the initia- 
tive and enterprise which has made 
Prairie Farmer-WLS a leading influ- 
ence in the Middle West. 


Since 1841 
CHICAGO 
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Twentieth Century Fund 
Releases New Postwar Study 


More than 137 important govern- 
ment and private agencies in the 
United States, outside of state and 
local groups, are engaged in re- 
search or public education on a na- 
tional scale on the problems that 
will face the United States when 
the war ends, according to the find- 
ings of a recent investigation by 
The Twentieth Century Fund which 
was made public last week. The 
survey, completed early in 1943, 
covers 32 more agencies than were 
reported in a previous investiga- 
tion of the Fund covering the same 
field made a year ago. 

The survey reveals the fact that 
more than a third of these agencies 
were devoting major attention to 
problems involving international 
relations. Business and financial 
questions come next in popularity. 
Other major fields of interest are: 
agriculture, consumer and security 
problems, education, engineering, 
general economic and social prob- 
lems, housing and urban redevelop- 
ment, Jewish problems, labor, legal 
problems, public discussion and 
opinion, public works, and transpor- 
tation. 

George B. Galloway, of the Fund 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


staff, in cooperation with J. Fred- 
eric Dewhurst, the Fund economist, | 
has been in charge of the investiga- | 
tion, and has compiled a report of 
the findings, entitled ‘Postwar 
Planning in the United States: An 
Organization Directory, 2.” 
Included in the report are 109 
private and 28 public groups, most | 
of the latter being agencies of the 
federal government. All of the or- | 
ganizations included are located in| 
the United States and carry on a 
continuing program On a national | 
or international basis. Among the 
109 private agencies, 52 are of a re- 
search and educational character; 30 | 
are commercial, industrial and fi- 
nancial organizations; 10 are religi- | 
ous and welfare groups; eight are | 
professional societies; seven are 
women’s organizations; and two 
represent labor unions. 
_-_- 


—, 


How to lessen the shock of cop- 
verting our economy to peacetime 
production, questions of re-employ- 
ment of men and women now jp 
war industries and the armed sery-. 
ices, and methods by which the 
American economy can be main- 
tained at “full employment” anq 
production levels are basic subject: 
for study by more than one-fourth 
of the agencies, including both goy- 
ernment and private groups. 

A large number of business ang 
trade organizations, including the 
Chamber of Commerce of the 
United States, the National Foreign 
Trade Council, the Association of 
American Railroads, the Committee 
for Economic Development and 
others, are doing extensive work 
looking toward the postwar mainte- 
nance and expansion of business ac- 
tivities. Some of the chief govern- 
ment agencies, including the De- 
partment of Commerce and the De- 
partment of Agriculture, are mak- 
ing extensive investigations now to 
assemble facts that will help our 
national economy to function effi- 
ciently after the war is over. 

The need for speedy reconversion 
from war to peacetime production 
with the maintenance of consumer 
purchasing power during this tran- 
sition is recognized by many agen- 


|cies. The National Economics Unit 


of the Bureau of Foreign and Do- 
mestic Commerce is studying ques- 
tions in this field, as well as 


|analyzing the postwar markets for 


goods and services to determine to 
what extent these markets will be 
expanded above the prewar level if 
we are successful in achieving 
maximum postwar employment. 
Other agencies, including the Bu- 
reau of Labor Statistics of the U. S. 


| Department of Labor, the National 


Association of Manufacturers, the 
National Resources Planning Board, 
and the National Planning Associa- 
tion are devoting part of their cur- 
rent studies to this field. 

Among the specific fields being 
studied to determine their role in 
contributing to postwar full employ- 
ment are housing, rebuilding of 
American cities, and development of 
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PRINTING 


Now...more 


than ever... 


YOU should 
look to Farthorn 


ONE contact and ONE 


With the war making a big demand on per- 
sonnel, advertising agencies and advertisers 
must look to the best and simplest way to 
handle their production requirements. This 
can be accomplished through Faithorn 
COMPLETE SERVICE —Ad-setting, Engraving 
and Printing, with art work and layouts — 
all under ONE roof. Why send cuts to one 
concern, type to another, blocks away, and 
then give your printing to a firm even 
farther distant? You can cut costs, eliminate 
worry and save TIME, TROUBLEand MONEY by 
having Faithorn do the complete job. Only 


get together. Write, or phone Wabash 7820. 


order necessary. Let's 


Faithorn Corporation 


AD-SETTING - 


504 Sherman Street - 


ENGRAVING .- 


Phone Wabash 7820 + Chicago, Illinois 
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comprehensive public works activi- 
ties. Urban rehabilitation is one of 
the principal topics for study of 
many groups which include the 
American Institute of Architects, 
the American Planning and Civic 
association, and the Conference 
Committee on Urban Problems re- 
cently established by the Chamber 
of Commerce of the United States. 
The National Resources Planning 
Board has recently reported on the 
possibilities of a comprehensive 
oublic works program as a buffer 
jgainst postwar depression, and the 
poard of governors of the Federal 
Reserve System is exploring among} 
sheir studies the development of re- 
gional resources as an element of 
“positive postwar progress looking 
toward full employment and full 
production.” "4 

Trade associations, including the 
Associated General Contractors of 
America, Inc., and the Producers 
Council, are working on the con- 
struction industry’s role in the 
“transition from a record-breaking 
war construction program and vir- 
tual suspension of civilian construc- 
tion to an expected active and ex- 
panding construction program to 
maintain full employment in the 
postwar period.” 

How to finance both the war and 
postwar prosperity and_ specific 
questions of monetary and fiscal 
policy are engaging the attention of 
the Association of Reserve City 
Bankers, the National Bureau of 
Economic Research, and the Federal 
Reserve System. Aspects of post- 
war domestic and_ international 
transportation on land, sea, and in 


the air are being explored by the 
American Maritime Council, the} 
Association of American Railroads 
and the U. S. Maritime Commission. | 
Postwar education in the United | 
States and in war-devastated ag 
tries is a major field of study for 
the Educational Policies Commis- | 
sion, the U. S. Committee on Edu-| 
cational Reconstruction and_ the) 
American Association of Colleges. 


International Topics Covered 


| 


Studies and education on inter-| 
national and é= regional postwar 
problems cover the whole gamut of | 
international affairs. These activi- 
ties cover relief and rehabilitation, 
financial, trade and other economic 
problems, population and minority 
questions, legal topics, and various 
types of international political or- 
ganization. Government agencies 
working on international questions | 
nclude the Board of Economic | 
Warfare, Office of the Coordinator | 
of Inter-American Affairs, and, of | 
course, the State Department. 
Private organizations, including the 
Carnegie Endowment for Interna- 
tional Peace, the Committee to 
Study the Organization of Peace, 
Council on Foreign Relations, and 
the Institute of Pacific Relations 
are devoting attention to a variety 
if postwar economic and political | 
questions. Others, including World | 
Federation, Inc., and Federal Union, | 


Inc. which is advocating “Union | 
Now,” are concentrating on the| 
promotion of specific plans for | 


political organization. 

The Twentieth Century Fund it- 
self has been devoting increasing | 
attention, since April, 1941, to post- 
war economic problems. Its activi- 
ues include publication of a series | 
' six brief popular books by Stuart 


Whose trade mark is this? 


If you'll write Collins, Miller | 
& Hutchings, Inc., Photo- 
engravers, 207 N. Michigan 
Ave., or phone FRAnklin 


5854, we will tell you. 
(A 


Chase dealing with major problems 
of postwar economic reconstruction; 
publication of a study and discus- 
sion manual, “Wartime Facts and 
Postwar Problems,” designed to 
summarize the profound economic 
changes brought about by the war 
and the leading problems which the 
world is likely to face after the war 
is over; a survey and summary of 
the postwar plans of the govern- 
ments and organized groups in the 
various United Nations; and a sur- 
vey of the postwar needs and de- 
mands and of the human and ma- 
terial resources of the United 
States. 
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Cognizant of the fact that to 
maintain employment after the war, 
industry must have ample working| Francisco, has announced the for- 
capital and ways must be found to| mation of a “switch-over board” to 
increase the flow of equity invest-|help answer the questions “how to 
ment, the Harvard Business School | sell’ and “what to make” after the 
is launching a first-hand study of|war. Dr. Baldwin Woods, chair- 
the problem. The results will be|man, region No. 8 of the National 
used in postwar teaching and will | Resources Planning Board, and Dr. 
be made available to industry. The | Royal W. Sorensen of the California 
study will take into consideration | Institute of Technology, head up 
federal policies, particularly those | the board. 
of taxation, the disposal of feder- SER seme 
ally-owned commodities and equip-| New Publication Dates 
ment, and the renegotiation and) Effective June 1, Boot and Shoe 
termination of contracts. Recorder, New York, will be pub- 

lished the first and fifteenth of each 


% us a 
After six months of testing and! month instead of weekly. 


actual operation with clients, 
Brisacher, Davis & Van Norden, San 


Gregory Resigns Post 
Sherman D. Gregory, who was 
appointed manager of Station 
WEAF, New York, in April, 1942, 
has resigned. Mr. Gregory became 
associated with NBC in 1938, coming 
from KDKA, Pittsburgh. The net- 
work reported that no _ successo! 
will be appointed immediately. 


Belton Promoted 

J. Ross Belton, who joined the 
company in 1920, has been ap- 
pointed general manager of Gutta 
Percha & Rubber, Ltd., Toronto. He 
has been assistant general manager 
since 1936. 
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. thoroughly blanket their markets. Use 1-2-3 or 4 Colors: you 
F. get it in a combination buy at preferential rates. Effective? 
Look at the consistency records of our regular advertisers in 
3 of the highest priced newspapers for readers in the United 
States. When folks pay 15¢ for a newspaper... they're 
cs £ ®@ For full details on Pacific Coast Markets, planning to settle down to thorough reading! 
ee see RODNEY E. BOONE ORGANIZATION 


je 


ew 
“ef 
te 


tee 
; a 


‘blankets | 


THE BIG 


a ee, © 


649-MILLION — 

MONTHLY FOOD RATION & 
"Xk  OPOINTSINTHIS ~ 
| PACIFIC COAST 
RT READERSHIPL. 


~and° THE BIG &’ reaches 


1 out OF EVERY 2 
FAMILIES! 


In 1-2-3 or 4 colors at 
preferential group rates! 


There’s one fact about the 3 Pacific Coast markets to whet your 
advertising appetite! Here’s another way to put it... payrolls 
up 400% over 1940. And, remember this...the West Coast 
is no “War Boom” market. Better to call it a “War Zoom” 
that’s bound to be permanent... for the great Peacetime 
markets are washed by the same Pacific waters as the 3 
Coast States! And there’s a way to tell your story right now 
through one exceptional media buy! It’s “The Big 3”... the 
Coast's 3 giant newspapers joined together on Sunday to 
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ADVERTISING AGE 


50% Drop in 


Gas Stations 


Expected Before War's End 


Tire Dealers Decline 
25°, But Repairing 
Proves a Godsend 


As nearly as can be determined 
from incomplete figures, about 30% 
of the gasoline filling stations in the 
United States have gone out of busi- 
ness, and another drop of 20% is 
expected, leaving only half as many 
as there were at the beginning of 
1942. 

The decrease in tire dealers i: 
probably 25% or a little more and 
will get bigger. But the recapping 
and retreading business has pro- 
vided a large substitute income for 
the survivors in this field. The 
filling stations, too, have found new 
means of income, but nothing as 
juicy as the recapping plum. 

The steady squeezing out of the 
less prosperous .stations is viewed 
with perfect complacency in Wash- 
ington. They are regarded as sup- 
erfluous in wartime, and the sooner 
they disappear the better. This is 
also the more or less candid attitude 
of several of the major oil com- 
panies, some of which are taking 
back their best outlets from the 
lessees and are operating them with 
their own personnel, while letting 
many of the poorer outlets expire 
for want of the various kinds of 
help that the companies give in 
normal times. 


: ae a a a a a a ae! 


_ - 
x Toreach the leaders x 


* of large and * 
* small businesses... ™ 


The filling stations and the tire 
stores overlap in their functions, 
selling some of the same products, 
though in different proportions. Let | 
us consider the filling stations first. | 

Last year the Census of Business | 
for 1939 was published. It showed | 
that there were 241,858 stations, 
each deriving more than half its| 
sales volume from gasoline and oil. | 
Their sales of all products amounted 
to $2,822,495,000, but 14.7% of the! 
stations did 46.4% of the business | 
there were 35,574 stations, each 
selling more than $20,000 a year, 
averaging $36,820, a total of $1,309,- 
869,000). 

Only about 10,000 of the stations 
were company -owned, jobber- 
owned, or chain operations of any 
kind. But they averaged $288,370 
per station. The rest — 231,567 — 
were independents. 

However, the word “independent” 
doesn’t mean quite the same in 
petroleum retailing as in other 
fields. It is true that the number 
of stations owned and operated by 
the major oil companies and the 
jobbers underwent a_ substantial 
drop in the 1930’s; but chain store 
taxes had something to do with that 
development. A large number of 
independents lease their stations 
from the suppliers, with short-term 
cancelation clauses. And even in 
other stations there are exclusive- 
brand contracts, or the supplier 
provides much of the equipment, or 
paints the place, or establishes or 
supervises the rest rooms, or sup- 
ervises the methods of operation, or 
provides credit or even cash. 

Of the 231,567 independents, only 
88,774 sold $10,000 or more in 1939. 
There were actually 16,178 who sold 
less than $1,000. 


PAW Figures Cited 


Now, what has happened to the 
gas stations since Pearl Harbor? 
The most comprehensive and au- 
thentic figures are those released by 
the Petroleum Administrator for 
War (Sec. Ickes). Only two PAW 
districts have issued figures on clos- 
ings of filling stations. One of these 
is District 2, comprising 15 Mid- 


WORCESTER, 


$396 per year 
per family 


U. S. average 
$222 


market. Circulation: 


in Per Family Expenditures 
for FOOD! . 


The 1943 edition of The Market Data Book (Advertising 
Publications, Inc., Chicago) shows the per family expenditures 
in Food Stores in Worcester to be higher than those in any 
other city of 100,000 or more in the United States. Worcester 
tops the U. S. average ($222) by 78 per cent. 


City Zone Population 235,125 


Total population, City and Retail Trading Zones: 
440,770. The Telegram-Gazette blankets this rich 
daily more than 


Sunday more than 80,000. 
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western states. In these states, at| tion operator of Reading, Pa., to | more than half of these—7,282-. 
ihe beginning of 1942, there were | Petroleum Administrator Ickes. Mr.;more than $10,000 a year, 


— 


There 


53,224 drive-in stations that had no | Remington gave figures to show that | were 434 who sold more than $100.. 
other businesses attached. Of these,| war and rationing had reduced his ; 


13,728 shut down last year—26%. | 

More recent figures have come} 
from District 5, 
California, Oregon, 
Arizona, and Nevada. 
5.363 
23%. 


Washington, | 
On April 1, | 
stations there had closed— | 
The percentages ran from 18 | 


which embraces | year—a 


profit from $719.88 in February, 
1942, to $99.94 in February of this | 
loss of 86.11%. Gasoline 
sales are 88% of his dollar volume. | 
His total sales in February were 
down 50.3% from February, 1942. 

Many stations are so hard up for 


This is the sixth in a series of 
the distribution system as it has 
as it is likely to emerge in the 


in the building materials and supplies fields will be the subject 
of the next article in this series, to be followed by others review- 
ing the distribution picture in various lines. 


authoritative articles discussing 
been affected by the war, and 
postwar period. The situation 


in Oregon to 33 in Nevada, and the 
difference between these two states | 
is apparently accounted for by the)! 
war plants, the war workers, and 
the Army and Navy establishments 
on the Pacific Coast, plus the de- 
cline in automotive tourist travel. 

Obviously the mortality on the 
Eastern Seaboard, where there is an 
acute shortage of gasoline, is even 
higher. It seems reasonable, there- 
fore, to say that in the country as 
a whole about 30% of the stations 
have been forced out by the dearth 
of gasoline and tires, and incident- 
ally of manpower. 


Smaller Stations Hit 


At present the mortality occurs 
mainly in the smaller (or marginal) 
stations, those selling $10,000 or 
less. The major oil companies and 
the jobbers have already cut their 
losses by shutting down many ot 
their stations, concentrating on the 
best, particularly in communities 
where they have a number of sta- | 
tions. The small independent tends 
to hang on as long as he can make 
a living. Sometimes he has a job 
in a war plant or elsewhere, and 
operates his station in his spare 
time. 

It is by no means certain that the 
independents are faring worse than 
the chains. The manpower situa- 
tion gives the independent an ad- 
vantage. He will work all hours 
and every day. His wife or daugh- | 
ter or young son may tend the sta- 
tion when he is absent, while the 
chains must compete with war 
plants for labor. 

Of the various regions, the East | 
Coast has suffered worst, because of | 
the oil famine. Hundreds of sta-| 
tions in the North Atlantic area | 
were forced to shut down in April 
because of a complete lack of gaso- | 
line, and many of these have not | 
reopened. The tourist areas in the 
country as a whole have also been 
hit hard, except where war plants | 
or Afmy or Navy posts have pro-| 
vided new customers. In New Eng- | 
land, which hasn’t been favored | 
with such establishments to offset | 
its loss in tourist business, the sta- | 
tion mortality has been heavy. 


Secondary Outlets Hold Up 


It is only the primary outlet—the 
service station—that has taken a 
terrific pounding. Besides the 241,- 
|858 service stations, there were 
about 175,000 other outlets in 1939, 
according to the American Petro- 
‘leum Institute. These have had 
/easier going. In PAW District 2 
(midwestern), where 26% of the 
| service stations shut down last year, 
| there were 52,429 garages and other 
/secondary outlets at the beginning 
|of 1942, and fewer than 4,000 of 
| these closed. 

In March, R. H. Collacott, chief 
|of the refined products price section 
of OPA, said gasoline sales were off 
j}about a third from pre-rationing 
levels, and predicted a higher per- 
centage of reduction in the summer, 
when the normal seasonal increase 
would fail to appear. Marketing 
experts of the major companies say 
/that sales of gasoline and oil are 
now down about 50%. 

To offset the drop in petroleum 
products, the stations have added 
other lines of goods, including gar- 
den seeds, gardening tools, work 
clothes, dinner ware, paints, clocks, | 
brooms, glassware, toys, and even 


groceries, as well as many other | 
small items. But it is hard to get | 
supplies, particularly as the sup- 


pliers prefer to accommodate their 
regular customers. A station adds 
a line, and then that line runs out 
and it has to get another. Volume 
has been helped by this diversifica- 
tion and by every possible economy, 
but still it is well below normal. 


Manpower a Problem 
The dismal story of many stations 


is typified by a letter written in 
March by H. F. Remington, a sta- 


workers that they are hiring not 
only men in 4F but elderly men, 
boys, and women. An increasing 
number of*stations are run by wo- 
men. The general verdict on women 
workers is that they can’t do lubri- 
cation or other mechanical jobs, 
such as changing a tire, but that 
they can pump gasoline, put oil in 
a car, and, with training, manage 
any kind of work that does not re- 
quire a man’s muscles. 

Have city stations had a worse 
time than those in the country? The 
answer is not altogether clear. In 
New York City and some other 
great metropolitan centers with 
enormous facilities for mass trans- 
portation, the rationing has been so 


| radios, 
| National Association of Indepeng- 


000, and 685 who sold less than 
$1,000. The 4,017 chain stores aye. 
aged $235,961. 

But there are tire dealers outsiq, 
the Census Bureau’s definition—_ 


'dealers who derive less than ha); 


their volume from tires, batterie. 
and auto accessories. Th¢ 


ent Tire Dealers has said there wer, 
50,000 independent dealers last yea, 
one-fourth of whom did 80% of the 
total business. 


Truck Volume Good 


Naturally the volume of tires \ 
off. But the truck-tired business j. 
healthy, most trucks being eligib|. 
for tires. Last year the truck-tire 
business was about even with 194). 
on a dollar basis. This year jt js 
expected to be even again, unless 
the government’s impending “share. 
the-truck” campaign cuts in sharply. 
The number of tires being sold jx 
somewhat less than the 1941 figure 
but the tires are larger and cost 
more. 

The passenger-tire situation js 
less pleasing. Last year only abou: 
one-tenth as many tires were sold 
as in 1941, but the dollar percent- 
age was higher for the dealers be- 
cause consumers received no dis- 
counts. This year the rules cop- 
cerning tire certificates have been 
liberalized, and there was a result- 
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REPLACEMENT TIRES SOLD 


strict that stations have suffered 
disproportionately. And in the East 
generally there seems to be a higher 
mortality in the cities than in the 
rural areas, where B and C cards 
are available. However, in other 
sections, where there is no gasoline 
famine, it is difficult to determine 
whether the effects have been worse 
in the average-size city than in the 
country. 


Tire Dealers Better Off 


Turning to the tire dealers, we 
find that the survivors are generally 
better off than the gas station own- 
ers. According to the Census of 
Business, there were 18,525 dealers 
in 1939 who derived most of their 
sales volume from tires, batteries, 
radios, and auto supplies. Their 
sales of these items amounted to 
$420,519,055, which was 80.3% of 
their total sales, $523,685,000. Mean- 
while the 241,858 filling stations 
sold $200,474,369 of these same four 
items—a little less than half as 
much as the tire stores did. 

The annual volume of the aver- 
age tire dealer was $28,269. Of the 
18,525 stores, 14,508 were independ- 
ent, averaging $19,832. A _ little 


ant rush of business during the first 
three months, depleting stocks. Di- 
rector Jeffers’ plans for the yea! 
include the release of 12,000,000 
new passenger tires, about 35% 0! 
the 1941 figure. 

Manufacturers have shut about 
one-third of their stores. In 1939 the 
manufacturer - owned-and-operate¢ 
retail stores did 14.8% of the tre 
and tube business, while all othe! 
retailers, including chains, did 
13.8%. Probably one-fourth of 4! 
dealers have closed down. 


Sectional Changes Important 
Those metropolitan dealers w 


stayed in business in 1942 mace 
money, as a whole. They got 
full ceiling price for their tres, 


and this was something new. ! 
peacetime the dealer in a larg 
never got the list price; the 
sumer paid not much more than the 
dealer price. Hence many deale! 
have made more money on 
smaller volume than they forme! 
did on the greater. 

The rural dealer hasn’t done * 
well, in comparison with peacé- 
time; for price-cutting was a me! 
ropolitan characteristic. The om 
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thing that holds the rural dealer up | 
‘s the closing of many of his small 
competitors. The little filling sta- 
tion that sold four or five tires a 
month is gone. This may not seem 
much; but if several such stations 
fold, the tire dealer enjoys a sub- 
stantial benefit. 

“In the war-plant areas the deal- 
ers are cleaning up, because the war 
workers are entitled to tires. Much 
of the South and the West Coast 
is thriving, while New England and 
‘he New York metropolitan area are 
the least fortunate of all. 
“Nowadays a tire dealer must go 
yt hunting for tire business. The 
principal method is by getting an 
appointment as a tire inspector. 


Repairing a Bonanza 


If you look in the classified tele- 
phone directories of large cities, you 
will find a new classification—“Tire 
inspection Stations.” As a con- 
sumer you have the right to go to 
any tire inspector you wish. All the 
manufacturers’ stores are tire in- 
spectors, and so are many of the 
alert independents. If you choose 
, certain inspector, you evidently 
have a fair amount of confidence in 
him to start with; or at least you 
don’t distrust him. If he inspects 
your tires and recommends you for 
4 certificate, and if you get the cer- 
tificate, and if he asks you to buy 
the tires from him, ten to one you 
do it. 

Manufacturers’ stores and chains 
and independents are tire inspection 
stations; which means that these 
groups maintain their former per- 
entages of the volume of tires sold. 
Mail-order sales have suffered for 
want of tire inspectors. 

When it comes to retreading and 
recapping, the independent has an 
idvantage. Nearly all the fully 
equipped repair shops before Pear] 
Harbor were owned by indendents; 
ind since then the equipment has 
yen hard to buy, because of war- 
time restrictions. It is estimated 
that there were about 4,500 repair 
shops a year ago, and that the num- 
ber is now somewhat more than 5,- 
000, because of an influx of tire 
dealers (including manufacturers’ 
stores) that have managed to get 
the equipment. 


May Cause Permanent Change 


Before the war, recapping was 
unheard of. Only retreading was 
done. Now most truck tires are 
still being retreaded, but capping is 
all that is allowed for a passenger 
tire. “Capping” means the placing 
{anew rubber tread design after 
the rubber remaining on the tire 
as been roughened (or buffed), 
vhereas “retreading” means the 
buffing off of all the rubber on an 
ld tread down to the breaker strip 
or first layer of fabric), and the 
‘pplication of a new rubber tread 
design. 

Since all motorists are not only 
illowed but encouraged to have 
their tires recapped, the 5,000 deal- 
ers with full repair equipment are 
doing a satisfactory volume. More- 
ver, a great number of other deal- 
ers without such facilities accept 
capping and retreading jobs and 
bass them on to the repair shops, 
receiving a brokerage on the deal. 
In Schenectady, N. Y., the Sherry- 
Williams Company, a large repair 
hop, advertised a list of 52 tire 
lealers, garages, filling stations, 
ind automobile stores who act as 
ils agents in examining tires and 
‘rranging for repairs. 

The independents are trying to 
onsolidate and improve their gains 
*Y procuring the enactment of the 
tllender Rubber Tire bill, which 

uld prevent manufacturers and 
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mail-order houses from selling tires 
in their stores or repairing them. 
Direct sales by mail-order houses 
would be allowed, but non-manu- 
facturers’ chains would be barred 
unless they reduced their other 
items and did substantially all their 
business in tires and auto supplies. 
Rubber Director Jeffers has ap- 
proved the bill, but as a wartime 
measure only, with reconsideration 
of the question after the war. It is 
contended in support of the bill that 
the manufacturers are doing well 
with war contracts and that the 
mail-order houses have other goods 
to depend on, but that the inde- 
pendent tire dealer stands or falls 
on his tire volume. 


Broader Sales Lines 


The tire stores, like the filling 
stations, have broadened the lines 
of goods they carry. Firestone has 
been particularly active in urging 
dealers to do this, and has published 
a catalog of a long list of small 
items, from books to bicycles, and 
from chinaware to baseball bats. It 
has also issued a gardening book 
and a free package of zinnia seeds. 


Some dealers have materially in- 
creased their volume by diversify- 
ing their stock; but success in this 
must depend on varying conditions, 
such as the location of the store. 

The labor shortage is acute. Wo- 
men are being employed in many 
stores and recapping shops for the 
lighter work. As far back as last 
July, Kenneth H. Matthews, owner 
of a large shop in Jamestown, N. Y., 
began preparing for the approaching 
conscription of his workers by 
training women and older men. Now 
60% of the work is done by women, 
the older men attending to the 
heavier work, such as changing tires 
from rims, and opening and shutting 
the recapping molds. In the lighter 
work the women produced such 
neat results that the shop adver- 
tised a repairing service for boots, 
rubbers, hot water bottles, and 
other rubber products. It was 
flooded with business, and Mr. 
Matthews finds that the women’s 
delicate fingers have put money in 
his pocket. 

Looking ahead, tire dealers won- 
der whether the synthetic rubber 


program will produce so much rub-| 


ber as to allow a large new stock of 
tires. If it does it will help tire 
sales but hurt the recapping busi- 
ness. 

Some of them wonder, too, about 
the peacetime effect of the present 
recapping boom. Millions of motor- 
ists have learned the value of re- 
capping, and they will expect much 
greater value when higher-grade 
camelback is obtainable after the 
war, with the result that sales of 
new tires per car may be fewer. 

Moreover, there are predictions of 
a synthetic rubber tire, or a combi- 
nation natural-and-synthetic tire, 
to go 100,000 miles or even 175,000, 
instead of the present 25,000 to 40,- 
000. Such a development, too, 
would reduce the peacetime sales of 
new tires per car. 

Some of the manufacturers, not- 
ably Firestone, are expected to in- 
crease the number of their stores 
beyond the 1941 figure—unless pre- 
vented by the enactment of the 
Rubber Tire bill and its prolonga- 
tion after the war. Tire dealers in 
general will tend to relinquish the 
additional lines of goods they are 
taking on during the war. Filling 


stations will do the same. For many 
years the tendency has been for 
tire stores and filling stations to 
overlap in their functions. This 
may be expected to continue. 

In both fields, women will retain 
some of the jobs they have invaded 
in wartime. The amount of reten- 
tion will somewhat depend on 
whether there is a postwar depres- 
sion, with returned soldiers clamor- 
ing for jobs, and the business com- 
munity trying to satisfy them. 


What About Filling Stations? 


Will the number of filling stations 
be restored to the former level? All 
through the depression there was a 
great influx of people into gasoline 
retailing. Many marginal operators 
hung on until very recently, pre- 
ferring a subsistence income to a 
job on WPA. If there should be a 
postwar depression, vast numbers of 
the unemployed, or refugees from 
other businesses, will try to become 
station operators. There will be an 
attempted influx into this field even 
if there is no depression; for, with 
rationing lifted, and tires available 
again, the pent-up urge of the 


ye 
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Riding in Street-car or Trolley? 


Both | 


In Chicago, it’s a street-car. 
But in Philadelphia, it's a trolley. 


In New York, they call from corner 


to corner a block. 


In Philadelphia, it's called a square. 
In St. Louis, they ask for a dish of 


ice cream. 


In Philadelphia, they call it a plate. 


Which just goes to show that you 
can’t think of cities collectively as 
just cities. Each has its own customs 
and habits and ways of doing things. 


And in reaching several cities with 
your message, you must regard each 
city as a personality. That city’s own 
reading preference must be taken 
into consideration. The right news- 
paper in one city might be a morning 
newspaper, in another city an evening 
newspaper. Certainly the preference 


Philadel phia. 


in Philadelphia is The 
Bulletin, which happens to be an 
evening newspaper. The 
goes to 84% of the people of Phila- 
delphia daily. 
average of 53 minutes daily. It 
carries more advertising, gives more 
coverage, has the largest circulation 
of any Philadelphia daily news- 
paper. It is the largest* evening news- 
paper in America. One does it —in 


Evening 
Bulletin 


It is read by them an 


* Circulation over 600,000 


IN PHILADELPHIA—NEARLY EVERYBODY READS THE BULLETIN 
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American people to get out on the| compared to the old engines.” 


ADVERTISING AGE 


He/|study by S. Morris Livingston, 


open road will tend to increase the | foresees “an automobile engine de- |based on the admittedly arbitrary 


consumption of gas and rubber. 
However, the oil companies will 

have something to say about that. 

They won’t want to open up as 


models. . 
will demand a new Car, 
many stations as formerly, unless | ‘dressed-up’ 1942 model.” 


not a 
He pre- 


|sign having an efficiency at least | assumption that all the recent talk 
twice that of any of our previous| about full 
. . The automobile public| war will come true. 


employment after the 
In that case, 
\if the war ends before 1946 (for 
|example), and if prices are the 


there is a greater volume of busi-| dicts two grades of automobile gaso- | same as in 1942, it is estimated that 


ness. 


trate on the better-located stations. | present cars, and 100 octane for the 


They will not help to set up in 
business everybody who can get a 
plot of ground on the roadway. 


Postwar Volume Uncertain 


question: 
volume of business’ 


Some prophets point to the tech-| 10c. 


new type. 
of today,” he says, “will be the au-|the same relation to all purchases 
| tomobile gasoline of the future.” 


“The aviation gasoline 


There are others in the industry 


who also foresee two grades of 
But this brings up the cardinal | gasoline, 
will there be a greater | They say that instead of a 2c differ- 
> Or a smaller? | tenial, there may be one of 5c or| would require an output of over 6,- 


based On octane rating. 


However, much depends on 


nological improvements in gasoline.| when the new engine appears. The 
They say that the major oil compa- | preponderant opinion is that it will 
nies, after the war, will have 100-| not be out in the first year after the 


octane gasoline running out of their | 
ears; and that no matter how much | 


flying is done, they won’t be able 
to sell it all. So they will increase 
the octane rating of automobile 
gasoline. To be sure, the present 
auto engine can’t advantageously 
use all the octane which this new 
fuel can give it. But there will 
come new engines—smaller, high- 
compression engines that will de- 
liver greatly increased power and 
more miles per gallon. 

“The new engines with enormous 
power output for automobiles,” says 
Dr. Gustave Egloff, director of re- 
search for the Universal Oil Prod- 
ucts Company, “will be midgets 


war; and some expect a delay of 
several years. 


What Will Happen to Autos. 


But even if the use of high-oc- 
tane gasoline should improve auto- 
mobile mileage per gallon, the total 
sales may be maintained or even in- 
creased by additional sales of auto- 
mobiles. Will there be a greater de- 
mand for automobiles after the war 
than there was in the years before 
it? That depends mainly on whether 
there is a postwar depressionsor a 
super-duper boom or something in 
between. 

The Bureau of Foreign and Do- 
mestic Commerce has published a 


They will prefer to concen-| line—one of about 75 octane for the | there will be a total domestic ex- 


|penditure of 165 billion dollars, and 
|that if automobile purchases bear 


|as in the past, there will be “a 
| demand for almost 32,000,000 cars 
}on the road in 1945. To build up 
to this level, at the same time tak- 
ing care of current replacements, 


/000,000 cars a year for about four 
years. This equals the peak rate 
reached momentarily in April, 1937, 
including production for exports.” 

What would 6,000,000 new cars a 
year mean to tne sale of gasoline 
and tires? Get out your pencil, 
your adding machine, and your 
Sunday imagination. 


CBS-Nielsen Contract 


Columbia Broadcasting System, 
New York, has contracted with 
A. C. Nielsen Company, New York, 
for its continuing measurement of 
listening habits. The research firm 
uses the Nielsen Audimeter, per- 
fected after many years of research, 
and which was reported as setting 
a new era for radio (AA Dec. 21, 
42). 


any angle it 


pattern. The 


Pincers movement in the 
advertising department 


Right out of the military textbooks is this 
pattern so familiar to advertising managers 


today. 


Moving in on the right flank are the needs 


four hours, it is a major headache. From 


is an invitation to find and 


apply a pattern of wartime teamwork that 
gets maximum results from every available 
unit of human energy. 


How the advertising agency fits into this 
picture depends on the agency’s performance 


war-equipped agency is one 


accustomed by long practice to supplement 
advertising department activities along every 


creative line. Having been at home amid 


varied responsibilities of all-round market- 


ing relations, it is now equally at home 
amid varied responsibilities of governmental 


relations, employee relations, or postwar 


customer relations. 


The creative and planning load which such 


an agency can shoulder gives the advertising 


manager the 


freedom he needs to grow in 


administrative capacity. It gives him the 


backstopping he needs to occupy that place in 


policy-makin 


of the armed services or the man power 


commission, or both. Away goes trained per- 


sonnel, talents you counted on for part of 


IN OUR 
tive as 


your personal load. You do not begrudge 


the sacrifice, of course, but where’s the time 


to train new men, even IF you can find them? 


Moving in on the left flank is a column 
of new responsibilities springing up out of 
wartime conditions. If it isn’t a new produc- 
tion-incentive program, it’s a new educational 
activity to keep salesmanship alive in a non- 
selling market. If it isn’t a bond drive, it’s 


a long-range promotion plan looking beyond 


the duration. 


From the angle of management’s measure 
of advertising men’s stature, 


opportunity. From the angle that it often 


crowds three days’ work into a scant twenty- 


g councils which his close con- 


tact with vital wartime problems has earned. 


BOOK: Advertising is more effec- 
advertising managers are more 


influential in inner-management circles. 
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this is a major 
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‘How Filling Stations in West and Mid. f 
west Have Fared During the War : 


SERVICE STATIONS CLOSED 
DISTRICT 2 (PAW) 0 
(As reported by PAW District Office, Chicago) 


May 24, i943 Ma} 


| 


States: 
Illinois Michigan Ohio Bu 
Indiana Minnesota Oklahoma 
Iowa Missouri South Dakota 
Kansas Nebraska Tennessee Ne 
Kentucky North Dakota and 
Counties:—1,348 level 
Petroleum Bulk Plants:—20,000 (53.2% of U. S.) busi! 
Retail Gasoline Outlets:—105,000 (40% of U. S. Total) prob 
Gasoline Retail Outlets in District 2 cond 
September 1942 nual 
Drive-in Stations .............. 53,224... .13,728 Closed in 1942— (260, , Bure 
Drive-in Stations & Garages..... 9,001 , here 
Drive-in Stations & Stores....... 6,907 H 
Drive-in Stations & Restaurants. 3,519 noin! 
Drive-in Stations & Parking Lots 811| 52,429 of these, 3,696 closeg pure 
Drive-in Stations & Other....... 7,241 (6.6%) prais 
Curb Pump Outlets ............. 22,681 conti 
ED og oo bo sce ccend see 1,669 effor 
eee ee 600 noun 
PRES ee ee 105,653... .17,424 all kinds closed in 1949 oe 
(16.5%) 
SERVICE STATIONS CLOSED o 
PAW DISTRICT NO. 5 a 
(As reported by PAW District Office, Los Angeles) hand 
Cali- Ore- Wash- Ari- Ne- “Al 
fornia gon ington zona’ vada Tota! Tay! 
*No. Service Stations.......... 15,218 2,847 4,413 1,196 352 24,02 to p 
Clesed as of 7-1-42 ............ 1,323 133 125 101 331,715 wore 
Additional Stations— ‘ech: 
Closed in July 1942............ = ss. 2. 8S ©» wee 
Closed in August 1942.......... 429 68 98 35 19 6 Mm 4 
Closed in Sept. 1942............ 339 47 #50 38 13 «gfe oS 
Closed in Oct. 1942............ 408 47 «#82 «#437 «#234 «one 
Closed in Nov. 1942............ 198 43 85 27 +14 339 
Closed in Dec. 1942............ 415 111 203 69 15 813 A 
Closed in January 1943......... 165 53 94 +2 #19 33M 
Closed in February 1943.....__. 4900O 248i 
Closed in March 1943........... a ee ee er ee) lies 
TOTAL CLOSED 4-1-43 ....... 3,826 514 847 331 118 5,636 we: 
% TOTAL STATIONS CLOSED 25% 18% 19% 28% 33% 230, “y 
*U. S. Retail Census 1939. forts 
*+More stations reported open than in previous month. rack 
of r 
7 the 
Supreme Court Sets Acquires New Account men 
° Earle & Calhoun, New York, re: seve 
Aside FCC Rule estate, has appointed Needham 4 and 
& |Grohmann, New York, to direct its to s 
in WHDH Case | advertising. The account was for- at 
/merly handled by H. T. Lorentzen bus! 
Washington, D. C., May 18.—The|Inc., recently liquidated when the adv 
‘Supreme Court yesterday set aside| head of the company entered the cre’ 
'a Federal Communications Commis- | armed forces. nes 
|sion ruling which had granted Sta- | 7 
_tion WHDH, Boston, unlimited time | loca 
‘and an increase in power on the adv 
|grounds that FCC failed to give) stan 
proper consideration to the objec- | prin 
| tions of Station KOA, Denver. 9 ing 
| This case, the so-called “Clear | amo 
| Channel Case,” had been granted a B00¢ 
|similar decision in a lower court, | nur 
the court of appeals of the District Wor 
of Columbia. The court voted 4) oure 
to 2 on the case, and directed that | " 
|the commission should consider it | a 
further. The majority decision was | ene 
delivered by Justice Roberts, and | vr 
Justices Frankfurter and Douglas | aa 
delivered separate dissenting opin- | may 
ions. Justices Murphy, Black and | a 
Rutledge did not participate. e — 
Asked at his press conference | prol 
yesterday to comment on the de-| to | 
cision, FCC Chairman James L. Fly, | ne 
refused, saying he had not yet read | oor 
the opinion. He interpreted it only | a According to the re- mh 
by saying that the commission | 
would be forced to reconsider the | cent U. S. Census of por 
|case, in which KOA, operated by . : — 
fe National Broadcasting Company, Housing, radio ownership G 
|held that the grant of unlimited | ‘ 
| time and increased power to the| in Southern New England Sc 
damaged its reception. “T° || __is far above the national : 
average. title 
W. F. Fielder Heads Radio can come closer to = 
‘San Francisco Club giving your sales message far 
William F. ~t 
Fielder, partner 100% coverage than an) Fat 
of Fielder, Sor- _ 
ensen & Davis, other medium. And radio - 
ha “= 
a mn Sey in Southern New Englan: T 
San _ Francisco b hi s ves 
Advertising Club. a os oe ee oy 
Other officers a 
elected are: Ro- pe 
' bert Willson, is 
California Chain 
Stores Associa- * 
tion, vice - presi- > 
dent; Lurline 
Henson, Pacific W. F. Fielder * 
Western Hotels, 
secretary; and Herbert H. Kirsch- * 
ner, Kirschner & Co., treasurer. 
Directors named for a two-year * 
term are: Herbert Cayford, Beau- 
mont & Hohman; John Elwood, Sta- * 
tion KPO; Joseph Cauthorn, San 
Francisco News; Ramsey Oppen- * 
heim, Western Advertising; and 
Robert M. Watson, Ruthrauff & * 
Ryan. Florence Gardner, executive 
secretary of the club for 25 years, ; a * 
continues in that post. Francisce ond Hollywood ~ 
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N.Y. Advertising 
Good, Says Better 
Business Bureau 


New York, May 19. — Advertising 
and selling practices are at a high 
level of integrity in most fields of 
pusiness in this area despite many | 
problems growing out of wartime) 
conditions, according to the 21st an- | 
qual report of the Better Business 
Bureau of New York City, released | 
here last week. 

H. J. Kenner, recentiy reap- | 
oointed general manager of the| 
pureau, in making the report) 
praised metropolitan advertisers for | 
contributing generously to the war 
effort through paid newspaper an- 
nouncements. They have aided in 
the sale of war bonds and stamps, 
salvage campaigns, and in explana- 
tion of rationing of new materials 
and merchandise and ways to con- 
serve goods already in consumers’ 
hands, he said. 

Alluding to an offer by Lord & 
Taylor, New York department store, 
to pay $5,000 to charity if clothes 
were rationed this year, Mr. Kenner 
jeclared on the whole advertisers 
hae refrained from statements 
tending to promote panicky buying 
or hasten new rationing orders. 


Copy Has Improved 


Apart from black market in foods, | 
being vigorously opposed by gov-| 
ernment and honest business, he as- 
serted, few wartime frauds have | 
fourished and stock swindling has | 
hita new low due to combined ef- 
forts to thwart it. While petty 
rackets have appeared in the fields 
of repair of household appliances, 
the sale of gift packages for service | 
men, misleading representations by | 
several trade schools in New Jersey 
and a few concerns which still claim 
to sell furniture, furs and jewelry 
at “wholesale prices,” legitimate 
business has steadily improved its 
advertising, bringing about in- 
creased public confidence in busi- 
ness, he said. 

There have been occasions when 
local radio stations have accepted 
advertising which has not met}! 
standards for accuracy prevailing in 
printed form, said the report, add- 
ing that some stations, particularly 
among the networks, have made 
good progress in this respect and a 
number of local stations have 
worked hand in hand with the 
bureau. 

“Truth in advertising and fair 
practice are of even greater con- 
cern to legitimate business in war- 
time,” Mr. Kenner concluded. “In- 
dustry is bent upon trying to match 
its praiseworthy accomplishments in 
the production of armaments by the 
application of practical idealism to 
problems of producing civilian goods 
to the end that public confidence 
and cooperation will be assured in 
carrying out plans now being made 
for successful postwar development 
under a revitalized system of free 
enterprise when the day of Victory 
arrives.” 


General Mills Publishes 
Safety Guide’ Book 


General Mills, Inc., Minneapolis, 
Nas published a 24-page booklet 
itled “Safety Guide for the Farm 
ind Home Front.” Written in quiz | 
‘orm, the book is directed to the | 
larmer, as well as being designed | 
‘or use by Scouts, 4-H Clubs, Future 
Farmers of America and others, and 
points out the necessity of avoiding 
‘ccidents on the farm, thus insuring | 
ideq late food production. 

T. A. Erickson, General Mills’ | 
onsultant on rural relations, pre- | 
vared the book, copies of which may | 


°€ secured by writing to the com- 
pany 
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Admen in the 


Armed Forces 


David Bellamy, advertising man- 
ager of Wilmot Castle Company, 
| Rochester, N. Y., has been commis- 
|sioned a major in the Marine Corps 
|and reported for duty May 1. A vet- 
eran of World War I, he was with 
|the Marines of the Second Division, | 
|serving overseas for nearly two) 
|years. He held the rank of captain | 
at the close of the war. Major Bel- | 
|lamy, once a reporter on the New 
| York Sun, has been with the Castle 
| company for the past 20 years. 
| David Stern 3rd, vice-president of 
|\the Philadelphia Record, and pub- 
Bee boa large econ |lisher of the Courier-Post, Camden, | 
d a N. J., has reported to Fort Dix. He 

eens Titae RAPEFRUIT |tried to enlist a year ago, but was 
ena x! ome ‘ae | turned down by Army doctors. Last | 
;month, however, the medics’ deci- | 
|sion was reversed and it’s now Pri- | 
| vate Stern for the publisher. | 

| 


When you need o lift nothing 
is so completely sotistying os o 
sporkling gloss of ice-cold Moxie. 
Thot fomous Moxie tong really 


quenches thirst—leoves you re- 


treshed and invigorated 


(BoA tant nome a moxie van | William E. Webb, manager of 
3 | NBC’s public service promotion di- | 
|vision, has been commissioned a) 
lieutenant (jg) in the Navy and has | 
reported to the Quonset, R. I., naval 

— | base for indoctrination. 
The deep sea diver cets a lift in current newspaper copy of Moxie Co. Geared Harry Schoenlaub, assistant to the 
to the sloran “It's Moxie for me in '43," magazines and spot radio are also being | advertising and display director of 
used through Alley & Richards. The Squirt Co.'s Campaign in newspapers and (the Kroger Grocery & Baking Com- 
magazines uses cartoon-style illustrations in which one of the characters says, pany, Cincinnati, for the past ten 
“I'm puffin’ for ...", or “I'm burnin’ for .. ."—and the Squirt Kid is there | years, and past president of the Cin- 
with the goods. Brisacher, Davis & Van Norden is the agency. cinnati Display Club, has reported | 


to Ft. Thomas, Ky., for induction 
into the Army. 
Robert Johnston Mann, formerly 


| supervisor of a radio copy group at 
| Ruthrauff & Ryan, New York, has 


been commissioned an ensign in the 
Navy air corps, and has been de- 
tailed for duty as flight instructor 
at Bloomsburg, Pa. 

Art Stein, promotion manager of 
Newsweek, was inducted into the 
Army May 20. 


Appoints Irwin Vladimir 

Manhattan Radio Parts Company, 
New York, distributor of radio and 
sound equipment, has appointed Ir- 
win Vladimir & Co., New York, to 
direct its domestic and export ad- 
vertising. 


BURTON 
BROWNE 


_ “No Burton Browne client 
has a competitor with 
b. better advertising” 


te 


Che Cruth Shall Make Chem Free 


Across the seas, over the desert, through battle itself, short-wave radio brings the truth to untold millions. The 


hunted people in occupied Europe listen for its words of hope and promise. Neighbor nations renew their confidence 


in our friendship. The whole world is drawn towards a free, tolerant, united world-to-come. @ Short-wave Station WBOS, 


Boston, Westinghouse owned and operated, and dedicated to the Four Freedoms, represents 22 years of Westing- 


house development in international short-wave broadcast. Here in America, the same crystal-clear transmission of 


trustworthy programs makes Westinghouse standard broadcast stations popular with audiences and sponsors alike. 


WESTINGHOUSE RADIO STATIONS Inc 


WOoOWO + WGL* WBZ* WBZA*+ KYW* KDKA 
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Columbia, Decca 
Win Disc Bout: 
Victor Sees Red 


New York, May 19.— While the 
Victor division of Radio Corporation 
of America may be seeing red, it 
cannot prevent Columbia Recording 
Corporation and Decca Records, 
Inc., from using red labels on their 
discs, following an opinion rendered 
here last week by Judge John M. 
Woolsey of the United States court, 
New York district, dismissing RCA’s 
complaint in two separate actions 
against Columbia and Decca. 

Judge Woolsey’s decision was the 
result of a day-to-day trial which 
extended over approximately four 
months. Victor’s complaint in each 
instance relied generally upon two 
alleged causes of action, the first an 
alleged trademark entitling it to the 
exclusive use of the red color in 
connection with record labels and 
the second, alleged unfair *competi- 
tion by the defendants. 

The court ruled the plaintiff did 
not have in its “Red Seal” any valid 
trademark as claimed in its com- 
plaint, and declared: 

“The plaintiff claims the right— 
to put it in its mildest form—to file 
a caveat against all other makers 
of disc records on the pain of their 
creating what the plaintiff is pleased 
to call ‘instruments of fraud,’ chal- 
lengeable by appropriate court pro- 
ceedings. A trademark for a red 
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* MOST WANTED 


* CHOOSE THE 
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center to a record, secured, as here, | 
ex parte, or for the phrase ‘Red | 
Seal,’ also so secured, is far too| 
broad a zone of potential exclusion | 
of others, whether it be viewed as | 
a registered trademark, or as a com- | 
mon law trademark, or as a secon- 
dary meaning for the words ‘Red | 
Seal.’”’ 

Records are considered purchases, 
pointed out Judge Woolsey, and be- 
fore buying them between 50% and 
60% of retail purchasers of records 
put them on the “turn-table” of a 
phonograph in the shop and play 
them before making the final pur- 
chase. 


War Department 
Revises Overseas 


Postal Regulation 


Washington, D. C., May 18.—The 
War Department last week with- 
drew one of its most troublesome 
postal rules, that of requiring the 
approval of a commanding officer 
before a soldier overseas may re- 
ceive a package from home. 

The rule as now modified requires 
merely that the soldier request the 
package, and that the envelope 
bearing the APO cancellation mark 
is presented at the time of mailing. 

The new ruling will become ef- 
fective as soon as the Post Office 
Department has had time to notify 


all postmasters around the country, 
which generally takes about 10) 
days. 

Current restrictions on the size | 
and weight of a package remain in| 
effect, as does the rule which per-| 
mits not more than one package for | 
mailing in one week for the same) 
addressee by the same person or | 
firm. 


Adds Art Staff 


The Chartmakers, New York, cre- 
ator of charts and maps, has added 
a complete art staff including three 
illustrators to its organization. The 
company produces brochures, indus- 
trial and cartoon illustrations, two 
and three dimensional charts and 


maps. 


ee 
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MACARON/ 1s saioto HAVE 
BEEN DISCOVERED ACCIDENTALLY 
IN CHINA 7,000 YEARS AGO. A 
WOMAN KNEADING DOUGH USED 


ASIEVE TO REMOVE LEAVES 
WHICH HAD FALLEN INTO IT. 


macaroni is a good 
f meat extender 


| 


...and national advertisers use Dell Detective Group to extend sales in 


the market that today has money to spend... the busy wage earners | 


| 


making over % of the national income. 


FIRST in circulation 
FIRST in advertising linage 
FIRST in the fact detective field 


‘DELL DETECTIVE GROUP 


— .— Sells 1,000,000 Workingmen , 
d by Dell Publishing Co., Inc., 149 Madison Ave., New York 


Getting Personal : 


About 60 well-wishers attended a wedding breakfast at the Ad Club, 
New York, to Thomas J. Mahon, director of advertising for Purepac 
Corp., New York, when he became a benedict. . . 

Flag Week, to be observed June 8-14, will be dedicated to the War 
Savings program to sell 18 million dollars in bonds and stamps. 
Walter D. Fuller, pres., Curtis Publishing Co., has been appointed 
chairman of the National Council for the observance of Flag Week. . . 

Charlotte Planning Committee, composed of business and civic lead- 
ers of Charlotte, N. C., organized to formulate plans for the city’s 


a _ immediate and postwar needs, 
CONTEST ENTRY 


has added W. McGregor Parker, 
WBT sales promotion-publicity 
director, as a member. . . If a 
packer packs and a boxer boxes, 
then a promoter must promote. 
Which is what “True Story’s” 
promotion mgr. Wes Jones does 
even in off hours. He supplies 
the land surrounding his Chappa- 
qua home to a friend who plants 
a Victory garden. What comes 
up is split 50-50. Pure promo- 
tion. . . And while on Victory 
gardens, Herb Drake, Macfadden 
promotion head, has been going 
about with that “Victory Garden 
stoop.” .. 


Advertising men who have a 
yen for the call of the sea can 
now join the U. S. Coast Guard 
Auxiliary on a part-time basis. 

. : . Ted Okie of J. M. Mathes, Elmo 
The Laskinlamb — = York, is Anderson of Cecil & Presbrey 
s onsorin a contest open to a encies ‘ 
aa art a photographic hotiox: offer- Bill Larcombe of J. D. Tarcher 
ing awards for the best illustrations and Gene Bay of Conde Nast are 
showing Army or Navy flyers wearing % few of those doing duty in this 
laskinlamb suits. Frederick Siemsen, art important civilian defense activ- 
director of Newell-Emmett Co., right, ity. Particulars may be obtained 
presents his entry, a Chesterfield adver- from Max Andrews of John Budd 
tisement, to Robert Sloane, an executive Company and Bill Collins of the 
of the Institute. St. Louis Post-Dispatch in New 

7 ee —" Ferm... 

Over at Station WNEW, New York, Hal Moore, who conducted the 
early morning “Start the Day Right” program, is now doing likewise 
to the tune of reveille at Camp Upton... 

The War Activities Council of the New York Ad Club tendered a 
luncheon to Chet La Roche, chairman of the Advertising Council, at 
the club last week. . . Murray Grabhorn, Blue Network, and Linnea 
Nelson, J. Walter Thompson, have been nominated for president of 
Radio Executives Club, New York. . . 

After a month’s survey of Lend-Lease matters in North Africa, 
John Cowles, pres. of the Minneapolis Star-Journal and Tribune and 
special asst. to Lend-Lease Administrator Edward R. Stettinius Jr., is 
America bound via Morocco and England. . . 

Ike Sewell, Chicago district manager for Fleischmann’s liquors, is 
recovering at Grant Hospital, Chicago, from an operation, and has been 
pleased to discover that his friends in advertising are not unaware of 
his enforced vacation. . . 

Enno D. Winnious, Anfenger Advertising Agency prexy, has been 
elected to the board of the Central Council, Four A’s. . . 

When Pure Oil and Leo Burnett Company played host to H. V. 
Kaltenborn to celebrate the start of his fifth year under Pure Oil’s 
sponsorship, the veteran commentator changed places with the an- 
nouncer, confining himself to straight commercials. Bertram 
Rovics, who used to be with Display Counselors and Reiss Advertis- 
ing, New York, is now in the Coast Guard, and contributes to ‘“Har- 
poon,” publication of the Manhattan Beach training station, Brook- 
lyn. ; 

When air cadet George H. Tonjes receives his wings, he will take 
as his spouse Florence Patricia Morris, secy. to Carl Spier, copy chief 
in BBDO’s New York office. . . 

Joe Godfrey, rep. of Collier’s, conductor of feature articles in the 
Chicago Sun, and an authority on angling, is entertaining members of 
the Agate Club, Chicago, today with a talk on his own deep sea and 
inland fishing experiences, two illustrated color movies and a display 
of interesting mounted specimens... . 

Howard Shivers, new art dir. at the Philadelphia Record, hasn’t 
needed those meat ration coupons. A recent lightning flash killed his 
pet cow and of necessity the Shivers are enjoying steaks every night. 
... A. T. Mercier, pres. of the Oakland Tribune, has been reelected a 
director of the California State Chamber of Commerce... And Alfred 
W. Eames, pres. of California Packing Corp., has been elected to the 
board of the same body. . . 

Thedford O’Meara of Huntington, W. Va., ed. of the Chesapeake & 
Ohio RR Magazine, was married May 15 in Manitowoc, Wis., to Mar- 
garet Meyer, who’s with Station WOMT... . Eugene Thomas, WOR’s 


sls. mgr., has been appointed chmn. of the War Activities Council of 
the Advertising Club of New York. 


In the last World War Ed Clark was raising hell with the Huns, and 
it looks like he’s going to raise vegetables for Victory in this one. The 
war veteran just got a new reclassification card reading 1-A-H. . . 

Nancy Cronyn, daughter of the late Thoreau Cronyn of BBDO, was 
married at Plandome, L. IL., to 2nd Lt. Cornelius Van Santvoord Knox 
Jr., USN... Formerly with Compton Advertising, New York, Lt. Robert 
A. Wright, Army air forces, stationed at Davis-Monthan Field, Tucson, 
Ariz., will wed Jeanne Collins in the near future. . . 

Jo Barry Lake, sports editor at WHO, Des Moines, under the nom de 
plume Joe Barry, has written a mystery novel “The Pay Off.” It is to 
be published by Arcadia House, Inc. (Mystery House division) as the 
“mystery of the month” in July or August. . . 

John F. O’Regan, manager of the roto adv. dept. of the Cincinnati 
Enquirer, has accepted a position with the American Red Cross and 
will leave for Washington for an indoctrination course prior to being 
assigned overseas as an assistant field director. . . 

E. L. Olrich pres. of Munsingwear, has been reappointed State 
Civilian Defense Coordinator by Minnesota’s Governor Thye. . . 

Ralph L. Power, who formerly operated his own Los Angeles adver- 
tising agency servicing industrial clients, has been promoted to the 
grade of senior inspector in the Army signal corps. He became an 
inspector last year and was assigned to a western field unit by the San 
Francisco zone headquarters. . . 

C. J. Coward, assoc. dir. of advertising of Nash-Kelvinator, became 


the father of an 8 lb. 13 oz. boy May ©. The baby will be named 
Charles Simmons. Mother (and father) doing nicely. . . 


—— 
—— 


‘Stays Fresher’ | 
Claim Features 
New Marvels Copy 


Philadelphia, May 18.—Stephang 
Bros., maker of Marvels cigaret, 
has released a new campaign note. 
worthy for the first definite clajy, 
of superiority over other brands — 

The new copy emphasizes th, 
Marvels are fresher two ways be. 


1 After your pack is open, Marvely 
stay fresh 26.4% longer » 
they're blended with a new 
retaining humectant 


now 
ec ause 
freshness, 


2 Marvels reach you fresher 
pack —with freshness sealed |. 5, 
insulated Thermo-Plastic 1 


in the 
u y a tew 
’ ner Wrap 
- Buy Marvels for full-favoreg 
freshness. 
THE FRESW CIGARETTE OF QUALITY “S"> 


mm 
ww 


cause of blending with a “freshness. 
retaining humectant” which makes 
them stay fresh 26.4% longer; and 
because of a new insulated thermo- 
plastic inner wrap in the package 

The package feature and fresh- 
ness theme will be featured in 
newspaper and outdoor advertising 
in 23 states, and also will appear in 
two-color half-page advertisements 
in The Saturday Evening Post. 

Aitkin-Kynett Company handle: 
the account. 


Schenley Import Will 
Open Drive for Bacardi 


“Nothing Takes the Place of 
Bacardi” will be the theme of a 
new campaign soon to be released 
by Schenley Import Corporation 
New York, in leading national mag- 
azines, newspapers and_ busines: 
papers in key cities. 

Schenley Import has appointed 
Peck Advertising Agency, New 
York, to handle advertising of 
Bacardi. 


BALTIMORE'S BLUE 
| os NETWORK 


SPOT SALES, INC. 
New York - Chicago - San 
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Outline Plans 
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| food products will be available after | Army posts and stations in all parts | 
_the war. Both the dehydrated and |of the United States. 
|frozen food industries are due for 


Private Lines 


| huge expansion, he predicted. 


for War Meat | 


“If we are not hampered by many 
unnecessary restrictions, we will 
continue to advance the policy of 
improved quality and flavor, higher 


Ellen Hess to Address 
AMA Meeting in N. Y. 


Ellen Hess, director of McCall's 


One major railroad is giving seri-, 


ous consideration to advertising of 


bill go through the House as it 
went through the Senate, OPA 


ano ~t Washington bureau, and former|the “Don’t Travel” variety—but| would be left with only one thing 
ets, trol Board | nutritional standards and progres-| editor of Tide, will address the New | hesitates to stick its neck out alone.|to control: prices. And prices are 
rte. on sively lower prices, which have been | york chapter of the American Mar-| It has, however, agreed to cooperate | the tough part of the inflation pic- 
aim the trend in our industry throughout |;eting Association at its regular|with other carriers in such a cam-j|ture. Directives and statements 
:. (Continued from Page 1) its many years of development,”| monthly meeting Thursday, May 27,/|paign, now being discussed by the | come and go, but prices go up. “The 
‘hat been set up, Mr. Hardenbergh ex- ler ce aoe a at 12:30 at the Hotel Sheraton, New| Office of Defense Transportation| market basket program will work,” 
be. plained that it is intended to put Pp York. and the Association of American | one observer says, “if the housewife 


akes err my pheeted  ge he nel distribution of foods to the 600!cooperate in the conservation of|cumstances. Should the Maloney HOMES WITH CORDREN 
ua ™ 

ments and for the equitable distri- 

- 4 bution of meat to the civilian popu- 

=7 lation. 

| in Seeks Better Balance 

; | 

+ In his talk the Institute head re-| 

ents ferred to the fact that meat produc- | 
tion has fallen below previous esti- | once rore eee 

.dles mates, and that demand has risen as 
a result of increased buying power a 
on the part of consumers and the in- e 
creased needs of military and lend- | t 
lease operations. Thus he suggested ypog rap y oes e jo © 

that the establishment and adminis- | 
tration of the meat management . 

+ of program would tend to keep demand | 

of a and supply in balance, as well as to) 

ased control growing black market oper- | 

tion ations. 

nag- The impression gained from rep- | 

Iness resentatives of both farmers and in- | 

nad dustry at the conference was that) - 

inted governmental policies have not been —_—- 1943 

New found entirely successful in dealing the time 

goof with the problems of food supply. | 


into practice a meat management 
program, which will include the fol- 
lowing factors: 

1. The establishment of a central- 
ized governmental authority to oper- 
ate a meat management plan that 
will keep at all times total demand 
in balance with total supply of 

eat. 

. 9. The effective control of all 
types of slaughter through enforce- 
ment of the slaughter permit system 
in order to keep meat flowing 
through legitimate channels of dis- 
tribution and through weekly re- 
ports to provide accurate informa- 
tion on current production. 

3. The effective administration of 
a consumer rationing program and 
an over-all governmental procure- 


Farm representatives were particu- | 
larly vigorous in their denunciation | 
of “roll-back” pricing plans on food 
products, and attempts to substitute | 
governmental subsidy for adequate | 
payments to farmers. 

John Brandt, president of the) 
Land O’ Lakes Creameries, Minne- | 
apolis, asserted that higher feed and | 
labor costs have made current prices | 


threats to the freedom of operation 
which has made possible the great 
strides in the food industry. For ex- 
ample, there is a vociferous move- 
meni in Washington to impose man- 
datory grade labeling on the indus- 
wy. 

Many quartermaster representa- 
tives addressed the conference, dis- 
cussing the needs of the Army and 
the means being used to supply 
them. It was denied that the Army 
has overbought, or is withholding 
from civilian consumption surpluses 
now in warehouses. On the other 
hand, many devices such as the de- 
velopment of Market Centers in 
thirty-six cities, for the purpose of 
direct purchase of perishable vege- 
tables, fruits and other farm prod- 
ucts, have helped to improve the 


Miss Hess will speak on “Wash- 
ington Forecast; A New Deal for 
Civilians.” She is a member of the 
Advertising Women of New York, 
and other organizations in the fields 
of business and advertising. 


B. L. Smith Papers 
Reduce Trim Size 


B. L. Smith Publishing Company, 
Toronto, has announced that effec- 
tive with the June, 1943 issues, 
Canadian Dairy and Ice Cream 
Journal, Electrical Digest and Cana- 
dian Beverage Review will adopt a 
new reduced trim size of 8% by 
11% inches. 

Type page size remains un- 
changed. The step was adopted to 


| Institute, 


Railroads. 
* a * 
The capitol is hedging on its 
opinion of Leon Henderson. Busi- 
ness men who once condemned 


'Henderson looked ruefully at his 


new job with Leo Cherne’s Research 
wished that the cigar- 
smoking czar were back at the job 
of bucking inflation. And many a 
politician, among them the ones who 
knifed Henderson most frequently, 
got worried letters from the folks 
at home about rising prices—and 
wished the tough, determined man 
were sitting in the driver’s seat at 
OPA. 
co * * 

OPA is taking on a big assign- 

ment, and under unfavorable cir- 


makes it work. But who ever heard 
of rolling back a black market?” 


Robert Lay Joins Gotham 


Robert J. Lay, formerly of the ad- 
vertising department of Dictaphone 
Corporation, New York, has joined 
the copy staff of Gotham Advertis- 
ing Company, New York. 


PARENTS’ MAGAZINE FAMILIES — 


uy 2. 


MORE rarion sooxs rer ramiy in 
MORE THAN 2/3 MILLION 


the problem ae 
the method #ie 
the result 


Government curtailment of paper 
used in magazines, newspapers, periodicals. 


A study and revision of the typographical dress 
of many magazines, newspapers and periodicals. 


Practically the same editorial content 


a 


on dairy products completely inade- ined in fi ication. baie 
i aid Gat santiie decreased | retained in fewer pages of the publication F 
production will undoubtedly be the : 


result. 

“Dairying, because of its excessive 
costs of production, is suffering 
most,” he explained. “As we ad- 
vance further into the year, and 
have to depend on scarcity of labor 
and higher costs to produce the 
crops and milk the cows, dairy pro- 
duction will decrease by many mil- 
lion pounds below our estimates be- 
fore the year closes. 


An Economic Impossibility 


“Regardless of how willing the 
farmer may be to exert every ounce 


of his effort to produce sufficient | 


supplies of dairy products, it be- 
comes an economic impossibility if 
he cannot afford to hire the labor, 
even though it may be available. 

“The ratio of butterfat prices is at 
present completely out of line with 
the value of feed, cost of labor and 
the price of pork and other meat 
Products. What else can be ex- 
pected except a decline in the pro- 
duction of milk?” 


Paul S. Willis, president of the | 


Grocery Manufacturers’ Association, 
gave a rather optimistic account of 
the way in which manufacturers 
have exercised ingenuity in finding 
Substitutes for materials no longer 
available for packaging and other 
Purposes, and predicted that a vast 
number of new and supplementary 


4 Represented by National Transiteds 


Some of the details in 


accomplishing this result are quite revealing as to 


the importance of typography. For instance, the 


Saturday Evening Post used a smaller size face 
(8 pt. Century Schoolbook), closed up the leading 
between lines; Crowell Publishing Company im- 


ported for their exclusive use, an English Mono- 


type Face (Times New Roman) a more condensed 


face with sufficient 


color to give readability and 


more editorial on each page; Esquire closed up their 


leading between lines. Newspapers narrowed their 


columns to trim the size of their pages, and in 


many cases subdued screamer heads to smaller sizes. 


Other publications worked out their problem along 


similar lines. In every move typography was studied, 


measured and shifted to meet the new wartime 


conditions. 


And so we say to you that you, too, may have a 


typographical problem probably different than the 


publications, but no less important in the final ap- 


pearance of your advertising work. 


Why not avail yourself of all the typographical 


help you can get. This help and invaluable experi- 


ence is yours if you will simply get in touch with 


our nearest member listed below. He’ll be glad to 


go “all out” for you. Do it now. 


Advertising Typographers Association of America, inc. 


AKRON, OHIO 

The Akron Typesetting Co. 
BALTIMORE, MD. 

The Maran Printing Co. 
BOSTON, 
The Berkeley Press 


DALLAS, TEXAS 
DAYTON, OHIO 


MASS. DENVER, COLO 


H. G. McMennamin 


BUFFALO, N. Y. 

Axel Edward Sahlin 
Typographic Service 

CHICAGO, ILL. 

J. M. Bundscho, Inc. 


DETROIT, MICH. 


George Willens & Co. 
INDIANAPOLIS, IND. 


The Faithorn Corp Inc. 


Hayes-Lochner, Inc 

Runkle- Thompson-Kovats, Inc. 
CINCINNATI, OHIO 

The J. W. Ford Co. 
CLEVELAND, OHIO 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


LOS ANGELES, CAL. 


MILWAUKEE, WISC. 

Arrow Press 

George F. Wamser, 
Typographer, Inc 


Jagegars-Chiles-Stovall, Inc 
Dayton's Typographic Service 
The A. B. Hirschfeld Press 


The Thos. P. Henry Co. 


The Typographic Service Co., 


Samuel Katz, Typographer 


NEW YORK, N.Y. 

Ad Service Co. 

Advertising Agencies’ Service 
Company, Inc. 

Advertising Composition, Inc 

Artintype, Inc. 

Associated Typographers, Inc 

Atlas Typographic Service, Inc. 

Central Zone Press, Inc 

Diamant Typographic Service 

A. T. Edwards Typography, Inc 

Empire State Craftsmen, Inc. 

Frost Brothers, Inc. 

Graphic Arts T ypographers, Inc 
uxley House 

King Typographic Service Corp 

Master Ty pographers, Inc 

Morrell & McDermott, Inc. 

George Mullen, Inc 

Chris F. Olsen, Inc 

Frederick W. Schmidt, Inc. 

Superior Typography, Inc 

Supreme Ad Service, Inc 

Tri-Arts Press, Inc 


Typographic Craftsmen, Inc 

Typographic Designers, Inc 

The Typographic Service Co. 

Kurt H. Volk, Inc. 

PHILADELPHIA, PA. 

Walter T. Armstrong, Inc 

John C. Meyer & Son 

Progressive Composition Co. 

PORTLAND, ORE. 

Paul O. Giesey Advertising 
Typographer 

ST. LOUIS, MO. 

Brendel Typographic Service 

SAN FRANCISCO, CAL. 

Taylor & Taylor 

SEATTLE, WASH. 

Frank McCaffrey 


MONTREAL, CANADA 
Fred F. Esler, Led 


Executive Offices: 461 Eighth Avenue, New York City; ALBerT Aspranams, Executive Secretary 


BUY WAR BONDS AND WAR SAVINGS STAMPS 
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/some to be less practical than the 


Cosmetic Houses 
Crowd Into Liquid 
Hosiery Business 


(Continued from Page 1) aandles the account. 
simultaneously with distribution in Prince Matchabelli Perfumery is 
the United States. Slogans such as | -urrently preparing a liquid stock- 
“It’s Miners Four to One,” and)! ng which if perfected will hit the 
“Pour Yourself a Pair of Stockings,” | market in about six weeks. It wil 
spearhead a hard hitting advertising | 2e advertised and distributed along 
drive which employs full-color, full-| vith the usual line. Morse Inter- 
page outside and inside covers of, 1ational, New York, directs the ad- 
a long list of national movie fan| /ertising. 
and confession magazines, 120-line| Repeating practically the same 
insertions in This Week Magazine :dvertising schedule as that of lasi 
and The American Weekly, and all| vear, Elizabeth Arden, maker oi 
drug trade papers. The company /elva-Leg Film, will use women’: 
will apply about half this year’s ad-| ashion magazines, general maga- 
vertising appropriation, approxi- ines, and key newspapers in citie: 
mately $75,000, to its leg makeup, vherever the company has salons 
which is sold in two shades; rose| 5pot radio announcements have 
beige and golden mist, retailing| tighlighted 1943’s program and the 
from 25 cents to one dollar. Ar-| umber of stations is being in- 
thur Rosenberg Company, New | :reased, dependent upon weathe) 
York, handles the account. conditions. Dealer advertising i: 

Another pace-setter in the field| ‘ncouraged with free material fur- 
is Irene Blake Cosmetics, which,| 1ished for newspapers. Blaker Ad- 
anticipating a nylon shortage in| /ertising Agency, New York, han- 
1941, manufactured leg makeup and| Iles the account. 
captured its first big order from 
Arnold Constable, New York de-| 
partment store. After doing a land-| The now familiar cry of a manu- 
afice business in 1942, the company -scturer restricting advertising be 
product from Irene Blake’s Jar of cause of “unprecedented demand 
Stockings (paste form) to Irene has been voiced by Charles of the 
Blake’s Bottle of Stockings, a liquid Ritz, another leg-makeup producer. 
To. prove its worth, the ‘company | meaner Kairalla, advertising, man- 
had female employes take baths and | of women who will resort to liquid 
ge nage Pde agp oA hosiery,| hosiery in 1943 should double the 
nave ah wee Hen ane rv ine 30.4% recorded last year in a sur- 
present time the company is adver-|\> conducted by Fawcett Publica- 
tising cooperatively and ” ieee to tions. According to Miss Kairalla, 
mats and displays. Wildrick & Mil- rigorous tests have proved that wo- 
ler, New York is ‘ie. agency men wearing the product need have 


no fears about staining furniture or 
Closures Are Problem 


woodwork. The company began 
Si ot , marketing the product April 15, 
The distinction of having proba- using cooperative advertising with 
bly the only solid form leg makeup} genartment stores. Insertions were 
he be Legstick, goes to) ais placed in The New Yorker. A 
elena subenstein, Inc., manufac- bottle retailing at one dollar will 
a «ee | 1 pee in ae make about 15 pairs of ripless 
ition a liquid product called! . : ee 
Acquacade. Both types have stockings. Norman A. Mack & Co., 
achieved national distribution and 


|they can conveniently carry it 
around to make necessary “repairs.” 
Feeling the pinch of bottle and 
closure shortages, advertising on 
| Rubenstein’s liquid hosiery has been 
stifled although mats, layouts and 
dealer displays are still distributed. 
Pettingell & Fenton, New York, 


Expect Doubled Use 


New York, is the agency. 

Lentheric, Inc., will soon start 
covering legs with a Soft-Focus 
makeup which will be distributed 
through the company’s regular deal- 
IN THE LAST WAR? ers. During June and July full- 
page, two-color advertisements will 

: ._ fappear in Glamour, Harper’s 
Ry 8 yy Se So Bazaar, Mademoiselle, The New 
the competition did 25 years ago. |Yorker, Script, Town & Country, 
ante = a se = wows pe = nee and Vogue. Copy points out that 
book for ho wer opens thet chawed oh ott “at long last -..+@ warm, deep, 
torial publicity and competitive advertising. cafe au lait shade... sheer, mat, 

We can help you build such a permanent |‘two thread’ finish ... simple to 
record for the years to come, at a remark-| 451)" Geyer, Cornell & Newell, 
New York, handles the account. 

Richard Hudnut, this week in- 
augurated national distribution of 
Du Barry leg makeup, boasting a 
formula which is greatly improved 
over last year’s product known as 


LOOK IT UP iz 
the MARKET DATA BOOK! 


WHO ADVERTISED WHAT 


ably lowcost. 
Just ask for Booklet No. 20. 


BACONS CLIPPING BUREAU 


GENERAL 
PAPERS MAGAZINES 


221 @. LASALLE ST., CHICAGO, ILLINOIS 


BUSINESS FARM 
Papen, We 


THE MARKET DATA BooK 


COWSOMER manners f01T108 


CONSUMER MARKETS EDITION 
* 


BUSINESS PUBLICATIONS EDITION 


/lotion, many women prefer it since | 


= . " : - 
'although Legstick is thought by | Hosiery Tint. This new Du Barry 


|preparation features powder sus- 
pended in liquid. Advertising is 
done cooperatively and stores are 
furnished with mats and displays. 
|/Kenyon & Eckhardt, New York, 
handles advertising. 


Uses Plastic Closures 


Lorr Leg Tan, made by Lorr 
Laboratories, Paterson, N. J., will 
shortly enjoy national distribution, 
although it was on the market for 
a short time in 1942. Plastic closures 
|are being used. Promotion will be 
heavily concentrated in chain and 
variety stores. H. M. Kiesewetter 
| Advertising Agency, New York, 
handles the account. 
| The Rieser Company, maker of 
Venida liquid hosiery, has embarked 
lon an ambitious advertising pro- 
|gram highlighting “a search for the 
|most beautiful legs in New York” 
(AA, May 17). Backing this up is 
a Venida League for Leg Beauty 
under the supervision of Ruth Rie- 
ser, educational director. Activities 
of the league are confined mainly 
to slipping award garters on lovely 
“sams.” E. T. Howard Company, 
New York, is the advertising agency. 

Parfums Schiaparelli will begin 
promotion of its new leg film Shock- 
ing Stocking with the June issue of 
Toilet Requisites. Full-page adver- 
tisements will appear in the July 
issue of Mademoiselle, The New 
Yorker, and Vogue. Lennen & 
Mitchell, New York, handles the 
account. 

Although Coty, Inc., is not mak- 
ing any leg lotion its subsidiary, 
Marie Earle, will market Perfection 
leg makeup around the middle of 
June for sale in drug and depart- 
ment stores throughout the country. 
The product, which retails at one 
dollar, will be widely advertised on 
a cooperative basis. J. D. Tarcher 
& Co., New York, handles the ac- 
count. 


1942 Lotions Featured © 


Dorothy Gray Leg Show, intro- 
duced last year by Lehn & Fink 


tributed through department and 
selected drug stores. The leg lotion 


ments in the May issues of Harper’s 
Bazaar and Vogue. Outlets are fur- 
nished with newspaper mats, copy 
and display material. 

The Hinds division of Lehn & 
Fink began marketing Duration 
liquid hosiery in Canada last year. 
It is now being sold in this country 
in chain drug, department and 
variety stores. The Tussy division 
markets Show-Off, in two shades, 
through department stores. Prac- 
tical demonstrations spearhead the 
promotion program. William Esty 
& Co., New York, handles the three 
|/Lehn & Fink divisions. 

Harriet Hubbard Ayer, Inc., 
which was on the market last year 
with Stocking Lotion has _ reap- 
peared in 1943 with a new improved 
formula. Promotion is confined to 
counter cards and dealer displays. 
Catharine Oglesby Agency, New 
York, directs advertising. 

After promoting its foundation 
cream as a leg stocking in 1942, 
A. Breslauer & Co. has taken to 
genuine liquid hosiery with Con- 
toure. Advertising is being con- 
ducted cooperatively through Law- 
rence C. Gumbinner Advertising 
Agency, New York, which also han- 
dles the House of Tre-Jur. This 
|}company will soon market a new 
|product called Tre-Jur leg lotion. 
|Only counter displays will be used. 

New York department stores have 
|}also taken up the cry. R. H. Macy 
is selling its own Hose-Tex and 
Bloomingdale’s is competing with 
B. O. B. leg makeup. 


Montreal Publishers 
Plan ABC Welcome 


Under the chairmanship of W. J. 
Sutton, advertising manager of the 
Montreal Gazette, and vice-chair- 
manship of Bruce Campbell, Mon- 
treal Star, publishers in Montreal 
are arranging a group of meetings 
to enable both French and English 
advertising and circulation execu- 
tives to meet the board of directors 


|of the Audit Bureau of Circulations | 
| during the bureau’s Canadian meet- | 


|}ing in Montreal, June 25-26. 


Joins Klingensmith 

| Rex Farrall, formerly in the ad- 
vertising department of The Clima- 
jlene Company, Canton, O., has 
| joined H. M. Klingensmith Com- 


pany, Canton agency, as production 
| manager. 


SECRET WEAPON 


TELLS THE SENSATIONAL STORY OF 


PHILCO CORPORATION 


OUR WAH PRODUCTION PLEDGE mOet. BETTER « SOONEE 


(Ss 


Philco Corp., Philadelphia, has taken 
full-page advertisements in a long list 
of newspapers throughout the country to 
tell the public about its contribution to 
Victory—radar, amazing aircraft detec- 
tion device. Sayre M. Ramsdell & As- 
sociates, Philadelphia, handles the ac- 
count. 


Advertising Women 
Elect Officers 


Mabel G. Flan- 
ley, member of 
the executive 
staff, Institute of 
Public Relations, 
New York, was 
elected president 
of Advertising 
Women of New 
York, at the an- 
nual meeting held 
at the Town Hall 
Club. Other offi- 


a a cers elected were 
Elizabeth Woody, 
| Mabel Flanley vice - president; 
Mae Wagner Car- 


Products, is currently being dis-|lysle, treasurer; Cara Haskell Vorce, 
| recording secretary; and Pearl Ha- 
| Bens, corresponding secretary. 

is being featured along with the) 
usual line of Dorothy Gray products | were Barbara Daly Anderson, Jean 
in full-page, full color advertise-| Wade Rindlaub, Alice Day and Kay 


Directors named for one year 


Hardy. Directors for two years— 
\Jane Tiffany Wagner, Kathrine 
| Wellingbrock and Lillian Jackman. 


FC&B Personnel Changes 


Don Belding, chairman of the 
board, Foote, Cone & Belding, Los 
Angeles, has announced the follow- 
ing promotions and changes in per- 
sonnel: Charles Porter, production 
manager since 1940, to art director; 
Ward Ritchie, formerly with the 
Ward Ritchie Press, production 
manager, and Sam Mar, an art di- 
rector. Elizabeth Harrison, a mem- 
ber of the agency’s radio staff, has 
been promoted to business manager 
and time buyer of the Hollywood 
office, replacing Gene Duckwall, who 
has been retained as a consultant. 


McGraw-Hill Adds 
‘Air-Transport', 
‘Aviation News’ 


New York, May 20.—To meet cyr. 
rent and postwar information needs 
of aviation executives, McGraw. 
Hill Publishing Company today an. 
nounced the addition of two ney 
publications: Aviation News, , 
weekly news magazine which wij; 
appear Aug. 2, and Air Transport, , 
monthly edition to be introduced jp 
September. 

Simultaneously, James H. Me. 
Graw Jr., president of the company. 
declared, “The swift expansion of 
aviation as a military weapon, anq 
as a carrier of passengers, freight. 
mail and express, and the impor- 
tance of sound planning to the de. 
velopment of the industry have cre. 
ated broader needs for that basic 
ingredient of industrial progress— 
information.” 

The two new papers will supple- 
ment Aviation, which continues ty 
serve designers, engineers, produc. 
ers, merchandisers and those inter- 
ested in the operation and mainte- 
nance of aircraft here and abroad 
George W. Pfeil, publisher of Avia- 
tion and Bus Transportation, wil! 
direct both of the new magazines, 


Wood, Barker, Editors 

Robert W. Wood, aviation jour- 
nalist and news analyst, will edit 
Aviation News, which will have its 
editorial offices in Washington to re- 
port and interpret significant de- 
velopments in the field of aviation, 
Fowler W. Barker, for the past 
seven years secretary of the Air 
Transport Association of America 
and formerly with the Aeronautical 
Chamber of Commerce, will edit 
Air Transport in New York. This 
publication is devoted to the prog- 
ress, interests and problems of the 
air carrier. 

Addition of the two new maga- 
gines has been made possible 
through economies in paper usage 
which have been put into effect by 
the company. Both publications 
will be sold by subscription only 
with initial distribution established 
at 10,000 copies each. 


Change to Letterpress 

Beginning with the July, 1943, is- 
sue Construction Methods, another 
McGraw-Hill publication, wil! 
change from rotogravure to letter- 
press printing on coated stock. By 
going to letterpress, it is possible to 
establish a later final closing date— 
25th of the month preceding date 
of issue—and be in the mails on the 
10th of each month, points out A 
E. Paxton, manager. 

Trim size will be lowered from 
9% to 12% inches to 9 by 12 
inches and the new type page runs 
7 by 10 inches. Advertising rates 
will not be changed. 


pork ©. 


N. B.C. AFFILIATE © EDWARD PETRY & CO., National Representatives 


MOST POPULAR STATION 
IN THE WEST 


CLEAR CHANNEL STATION 
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OF LOS ANGELES 
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Newspapers Carry ; 
7 Million Lines 
of War Bond Copy 


Washington, D. C., May 20.— 
Terming the final figures “astound- 
ing.” the Treasury Department an- 
nounced this week that an estimated 
total of 72,000,000 lines of newspa- 
pel advertising helped make an out- 
standing success of the 2nd War 
Loan campaign. 

The report of sponsored advertis- 
ing support in daily and Sunday 
newspapers in behalf of the drive 
from April 5 through May 1 was 
compiled by the Advertising Check- 
ing Bureau. Figures on weekly pa- 
pers were gathered by the Treas- 
ury’s own research and _ statistics 
section. 

The bureau found that 40,774 ad- 
vertisements were used in daily and 
Sunday newspapers, with 30,585,481 
lines valued at $3,362,890 at national 
advertising rates. Of this, 34.4% of 
the advertisements were Treasury 
mat material, and 62.3% of the total 
linage fell in this category. Non- 
Treasury copy included that of na- 
tional advertisers, retailers, copy 
prepared by the various Federal Re- 
serve banks, and all other messages 
locally inspired and written. 


Weeklies Use Mats 


Virtually 99% of the advertising 
appearing in weekly papers was of 
the Treasury material, the depart- 
ment estimates. Projecting totals 
from a count of approximately half 
of the papers, the Treasury War 
Savings Staff estimated that the 
weeklies carried 33,164 advertise- 
ments, or a total of 42,048,321 lines. 
At 40 cents per column inch, the 
Treasury valued this space at $1,- 
201,380. 

Vincent F. Callahan, director of 
advertising, press and radio for the 
Staff, said the Treasury expected the 
advertising promotion to be the big- 
gest in history but that “never did 
we imagine coverage as astounding 
as that shown by the final figures of 
the Advertising Checking Bureau. 

“We owe a tremendous debt to 
the newspapers, the newspaper men, 
and the newspaper associations of 
America. It is impossible to thank 
everybody—because there is scarcely 
a newspaper ad manager or sales- 
man who did not play an important 
part. 


Thanks Executives 


“However, I would like to thank 
particularly Frank Tripp and the 
Allied Newspaper Council, whose 
support was invaluable from start to 
finish; Western Newspaper Union, 
who loaned to us without charge the 
full-time service of its 64 branch 
managers; the Newspaper Advertis- 
ing Executives Association, which 
mobilized its entire membership; 
and the Financial Advertisers Asso- 
ciation, which likewise rallied 100% 
behind the Minute Man.” 

Thomas H. Lane, chief of the 
Treasury’s advertising section, paid 
tribute to the “advertising people of 
America, without whose completely 
selfless and patriotic support this 
greatest of all advertising campaigns 
pe have been virtually non-ex- 
istent. 

The advertisements themselves,” 
he pointed out, “were prepared at 
no cost to the Treasury by three 
agencies of the Advertising Council: 
Albert Frank-Guenther Law, Ruth- 
rauff & Ryan, and Young & Rubi- 
cam. The fact that the ads were so 
widely used is due to untold thou- 
sands of local advertisers, whose 
etforts were rivalled only by the 
Many national advertisers who 
Sought space in great quantity to 
help put over the 2nd War Loan.” 


i a a ae a ae aes 


The original interpreter 
of Washington moves 
and measures . . . 


Sa a oe ae 


GIVES THE FACTS | 


THE TRUTH ABOUT 
THE RAZOR BLADE 
SITUATION 


Comuctns eof astounded re hoarding 
4 pores abot the rasot bade - age 


Gewese Satery Razor Co of Canada, Lumned 


Gillette Safety Razor Co. of Canada 
used this newspaper advertisement re- 
cently to scatter “conflicting and un- 
founded reports about the razor blade 
situation,” and to tell the public that 
“there should be razor blades for every- 
body provided everyone buys sparingly 
and gets every possible shave out of 
every blade.” 


Individual Business 
Called Essence of 
Postwar Prosperity 


Chicago, May 20.—Maintaining 
the identity and integrity of the in- 
dividual business is one of the 
principal problems in planning for 
postwar conditions, Col. Willard | 
Chevalier, publisher of Business 
Week, told the Chicago Federated 
Advertising Club today. 

“Planning for prosperity after the 
war should be from the bottom up, 
rather than from the top down,” 
said the publishing executive. “That | 
is what we are fighting for. Thus 
the essence of postwar planning lies 
in the program of each individual 
business, which must plan not only 
for full production, but for produc- 
tivity plus earning power. Produc- 
tion today is helping to win the war; 
only efficient production accompa- 
nied by earning power will pay for 
the war and help to win the peace.” 

Col. Chevalier divided the post- 
war era into three divisions: the 
transition period, when inflation 
will be the biggest question mark 
in reconversion to peace; the sec- 
ond, in which boom conditions based 
on pent-up consumer requirements 
will be in effect, and the third, in 
which immediate consumer demand 
may have spent itself and govern- 
ment-applied stimulants may be 
necessary. 

“The only predictable factor in 
the picture,” he declared “is change. 
The march of events, in war, in 
politics and in industry develop- 
ments, must therefore be studied by 
every individual business man as 
the key to his own plans for the| 
future.” 


Two Share Ad Duties | 
at Minnesota Mining | 


i 

G. S. Bond and C. O. Moosbrug- 
ger have been appointed joint ad- 
vertising managers of Minnesota 
Mining & Mfg. Company, St. Paul, 
replacing F. H. Camp, advertising| 
manager since 1930, who has re- 
signed. 

Mr. Bond, who has been assistant 
to Mr.Camp for the past six years, 
will be advertising manager of the 
industrial division of the company. 
Mr. Moosbrugger, assistant to the 
former advertising manager for the} 
past seven years, will be advertis-| 
ing manager of Minnesota Mining’s | 
Scotch tape division. 


Borwick Heads Publicity 
Richard Borwick, formerly with 
the Washington Times-Herald, has 
been appointed publicity director of 
the Philadelphia Record. Miss Doro- 
thy Cantrell was named as his 


Auto Ad Council 
Optimistic Over 
Dealers’ Future 


Pittsburgh, May 18.— Mortality 
among auto dealers and repair shops 
has just about spent itself and from 
now on is expected to be no greater 
than in peacetime, leading parts 


|and equipment manufacturers 


agreed here last week at the annual 
two-day conference of the Automo- 
tive Advertisers Council. 

The future of established service 
shops is viewed with much greater 
optimism than even six months ago 
by the council, which is composed 
of executives in charge of advertis- 
ing and sales promotion for leading 
manufacturers of parts, supplies and 
equipment for the automotive after- 
markets. The council paid special 
tribute to jobbers, crediting them 
with outstanding service to all 
branches of the trade in maintaining 
essential wartime transportation. 

Representatives of nine states in 
attendance at the meeting here May 
13-14 elected R. W. Case Jr., adver- 
tising manager, Thermoid Company, 
Trenton, N. J., as president for 1943- 
44; and named T. Faxon Hall, ad- 
vertising and sales promotion man- 
ager, Walker Mfg. Company of Wis- 
consin, Racine, as vice-president. 
The retiring president, C. C. Tap- 
scott, advertising manager, McQuay- 
Norris Mfg. Company, St. Louis, was 
named to the executive committee. 


‘Bert Johnston Joins 
Ralph H. Jones Company 


A. E. 
Johnston has re- 
signed as director 
of advertising 
and display of 
Kroger Grocery & 
Baking 


tive production 
of Ralph H. Jones 
Company, Cin- 
cinnati agency. 

Mr. Johnston, 
who is_ recog- 
nized as an authority on the mass 
market, has been with Kroger for 
the past 12 years. Previously he 
was with Sears, Roebuck & Co., 
Chicago, and before that was a sales 
executive of Philip Morris & Co. 

Kathryn M. Hardig, who has been 
with the agency for more than five 
years as a secretary and assistant 
time buyer, has been promoted to 
the post of time buyer. 


Bert Johnston 


Named Ad Manager 

B. K. MacLaury has been ap- 
pointed advertising and sales pro- 
motion manager of Bigelow-Sanford 
Carpet Company, New York. In ad- 
dition to his advertising duties he 
will devote his time to phases of 
commercial and market research. 


(Bert) 


| 


Tide Water Drive ¥ 
Plays Up Entire 


Oil Industry 


(Picture on Page 47) 
New York, May 19.—Feeling that 


Com-|the good will it can engender at the 
pany, Cincinnati,| present time is more valuable than 
to become vice-|pounding home a product story, 
president in| Tide Water Associated Oil Company 
charge of crea-| today launched a series of full-page, 


four-color advertisements for Vee- 
dol motor oil in Collier’s, Life and 
The Saturday Evening Post, outlin- 
ing the important war contributions 
of the entire oil industry. 

Initial insertion, headlined “Tar- 
get for Tonight—Hitler’s Glass 
Jaw!” points out that the petroleum 
industry supplies United Nations’ 
warplanes with the super-fuel that 
gives them much of their superior- 
ity—100-octane gasoline. Copy also 
notes that where necessary the oil 
companies have pooled their facili- 
ties, patents and processes. 


Copy Directed to Farmer 


Tide Water Associated is cur- 
rently conducting an _ extensive 
drive in farm papers in the eastern 
and midwestern territories, selling 
the farmer on the importance of 
keeping his equipment in good 
shape since food is such a vital fac- 
tor in winning the war. 

Lennen & Mitchell, 
handles the account. 


New York, 


juleps and mo 


olor cocktails 


THAT’S TODAY'S NEW soutrn 


Bombs, grenades, shells—deadly implements of war pour- 
ing forth from stream-lined new plants manned by skilled 
hands that have set aside the pleasure of the mint julep to 
produce the molotoff cocktails of war—that’s today’s new 
South! It took the fastest moving, most destructive war 


the human race has ever known to top 


the great wealth of labor and the natural resources of the 
South and turn them into billions of dollars of new wealth. 
The Southland lives at home and loves its homes and that 
is where the new found wealth will be spent. The time to 
reach the new South is now—the place to reach it is in the © Holland's Magazine is devoted to Southern homes 
home. From city to city and from village to village Hol- 
land’s Magazine is the magazine of the South—the maga- 
zine that reaches into the heart of more than 500,000 South- 


ern homes. Bomber plants, engine plants, steel plants, food © 78% of Holland's readers live in single family 
processing plants, ship yards and a multitude of new, fast- dwellings. 
growing industries have turned the land of mint julep into © 88% of Holland's families have children. 


a new and richer market—a market with a future for 


foods, for drugs, for clothes, for cars, 


ture, for refrigerators, for every kind of necessity and ac- 
cessory for the home and family. Today's new South is a 
wide-open market. Now is the time to test it with Holland's 
—the magazine of the new South! 


to the fullest extent & 


for tools, for furni- 


L 


In Today's New South 48°% More Readers 
Read Your Ad in Holland's Than in Leading 
National Magazines* ... and Here's Why! 


and more than one-half million Southern fam- 
ilies are devoted to Holland's. 


@ 72% of Holland's readers own their own homes. 


© 78% of the entire family in the new South read 
Holland's. (4.2 readers per copy.) 


> 


*in proportion to circulation, according 


to b. M. Clark Reader Interest Survey. 


Test it 
with Holland’s 


IN BLACK AND WHITE 


..IN COLOR 


Hollands 


The Magazine of the New South 


52 VANDERBILT AVENUE, NEW YORK 


West Coost Representotives SIMPSON-REILLY, 


assistant. 
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1943 


May 24, 


Newspaper Copy . 
Tells Story of 
Chrysler Job 


(Picture on Page 1) 

Detroit, May 21.—As far as 
Chrysler Corporation’s postwar 
plans are concerned, “our only plan 
is the present urgent one to win the 
war and win it quick,” K. T. Keller, 
president, declares in a large-space 
advertisement to appear starting 
Sunday in 250 newspapers of 160 
cities. 

The institutional message, in both 
1,000 lines and seven full columns, 
is a statement taken from a speech 
made by Mr. Keller recently in New 


York. It is a straightforward 
analysis of the part Chrysler is 
playing in the war effort and, 


though impressive in its magnitude, 
is not of the flag-waving variety. It 
presents a picture of whole-hearted 
cooperation with the armed forces 
and government in producing arma- 
ment as the primary job at hand, 
and expresses confidence in the na- 
tion’s ability to solve its postwar 
problems when the right time 
comes. 


Ready for War 


Chrysler is now engaged in mak- 
ing 21 distinctly military products, 
the Keller statement points out, in- 
cluding the well-known Army tanks. 
The motor maker knew that the 
country faced a mechanical war 
“and that no concern the size of 
the Chrysler Corporation would re- 
main out of the picture,” he con- 
tinues. 

“We felt that institutions like ours 
should hold themselves free and in 
readiness to take tough jobs—those 
things that require intense coopera- 
tion on the part of scientists, metal- 
lurgists, engineers; the volume jobs 
that require intimate knowledge of 
the tooling and mechanical proc- 


Simmons Stresses 
Relaxation in 
Spring Campaign 


mattress production has been cur- 


New York, May 19.—Although 


tailed, the Simmons Company, 
maker of Beautyrest, has launched 
its regular spring advertising drive 
on a somewhat limited scale, with 
full-page insertions in Good House- 
keeping, Ladies’ Home Journal, Life, 
McCall’s and The Saturday Evening 
Post being featured. 
Advertisements, headlined “How 
to keep up by letting down,” stress 
“spare time” relaxation as a tonic 
which will help achieve greater pro- 
duction on the assembly line. 
Quoits, hiking, hobbies, all add up 
to a good night’s sleep on a Beauty- 
rest mattress, copy points out. 
Consumers are told to think twice 
before buying a new mattress—or 
anything else—but if they really 
need one to look at the new Sim- 
mons White Knight. “It’s actually 
a mattress within a mattress, made 
without an ounce of critical war 
material.” Young & Rubicam, New 
York, handles the account. 


Sales Executives 
Club of N.Y. 


Elects Officers 


— 


Instalment Sales 
for Postwar Items 


The rates for this department 


tatives Available,” 
cash with order. All other 
rates): % in., $2.75; 1 to 3 in., $4 


Opposed by NAM 


The Advertising Market Place 


“Positions Wanted,” “Representatives Wanted,” and “Represen- 
30 cents a line, minimum charge $1. 
classifications 


ee 


are as follows: “Help Wanted,” 


. Terms 
(single insertion 


.75 per inch. 


New York, May 20.—Opposition 


ment-selling-in-reverse principle 
came from an unexpected source 
here today as the board of directors 
of the National Association of Man- 
ufacturers released the gist of a 
resolution condemning all plans for 
instalment selling for postwar de- 
livery. 

The NAM board’s resolution as- 
serted that the use of plans involv- 
ing the earmarking of specific mer- 
chandise for postwar delivery would 
compete directly with the sale of 
war bonds and would be uneco- 
nomic and unwise. Four basic rea- 
sons for opposing such plans were 
listed in the resolution. 

1. It is in direct competition with 
the sale of war bonds. 

2. It would not result 
sales after the war. 

3. The tendency would be to 
stifle the developments and sale of 
new products after the war. 

4. It would require double sell- 
ing and double expense. 

“The NAM board fears that un-| 


in more 


New York, May 18.—Dr. Paul H. 


York at the organization’s weekly 
luncheon today in the Roosevelt ho- 
tel. Harry White continues as ex- 
ecutive secretary of the club. 

Others elected were Gene Flack, 
trade relations director, Loose- 
Wiles Biscuit Company and Major 


F. W. Nichol, vice-president and 
general manager of International 
Business Machines Corporation, 


vice-presidents; S. George Little, 
president of General Features Cor- 
poration, secretary, and Carroll B. 
Merritt, general manager of the 


esses necessary to make duplicate 
equipment in large volume,” Mr. 
Keller adds. 

Chrysler is employing 8,000 sub- 
contractors, and 58 cents of every 
dollar it receives “is passed on to 


somebody else who supplies us 
services, materials or parts,” he 
said. 


“Many people ask ‘What about 
your postwar plans.’ Our only plan 
is the present urgent one to win the 
war and win it quick: . . 
‘. “Of course, we think that after 
the war people will be driving au- 
tomobiles and _ eating bananas, 
washing their clothes, wearing 
shoes, and that the styles of ladies’ 
hats will change. We feel that 
business is an economic thing and 
that it tends to follow cycles. We 
think that if we keep our minds on 
the fact that we are sailing a boat 
on an economic sea, and that if we 
sail it according to the charts and 
the weather, and to the conditions 
we find, that this nation can go into 
the postwar effort with the same 
enthusiasm and the same desire to 
do a service to our 135 million peo- 
ple that is now being exhibited in 
this all-out war effort.” 


subscription department of Charles 
Scribner’s Sons, treasurer. 

Two new directors elected were 
Frank Head, vice-president and 
general merchandise manager of 
United-Cigar Whelan Corporation, 
and Ray Bill, publisher and editor 
of Sales Management. 


Buy Barrons Agency 


Wheeler Godfrey, A. W. Durrin 
and Frank H. Little, executives of 
Barrons Advertising Company, Kan- 
sas City, Mo., have purchased all of 
the outstanding capital stock of the 
company from the estate of M. J. 
Barrons. The agency, one of the old- 
est in the Midwest, having been or- 
ganized in 1909, will continue under 
the same name and in the same lo- 
cation. Mr. Godfrey is president and 
treasurer; Mr. Durrin, secretary, and 
Mr. Little, vice-president. The art 
department will continue under the 
direction of William Rubin. 


Revion Steps Up Schedule 

Revlon Products Corporation, 
New York, will increase its maga- 
zine advertising schedule for 1943, 


The simply-illustrated copy is 
signed by Mr. Keller. Ruthrauff & 
Ryan, Detroit, is the agency. 


with four-color spreads featuring 
the campaigi Abbott Kimball Com- 
pany, New ‘ork, is the agency. 


RESE 


references. 


STAFF JOB 


One of the leading advertising 
agencies in Chicago will add 
one or two experienced men to 
its research staff. Must be 4-F, 
over 38, or reasonably sure of 
draft deferment. Give qualifi- 
cations, salary expected and 
Write Box 4119, 
Advertising Age, Chicago. 


ARCH 


Nystrom was reelected president of velop between the Treasury’s cam- 
the Sales Executives Club of New paign for the sale of war savings | 


desirable competition might de- 


| bonds and a high-pressure campaign 

for the sale of instalment certifi- 
| cates for goods to be delivered after 
ig war,” the NAM said, adding: 


Question Risks 


“It was pointed out that when the 
public invests in war savings bonds 
it can devote the proceeds after re- 
sumption of normal production to 
the purchase of any goods or serv- 
ices, which is not the case with fu- 
ture-delivery instalment certificates 
under the Nugent and other plans. 
The board also called attention to 
the question of who is going to as- 
sume the risk in case of a sharp 
postwar inflationary increase in the 
price level, increasing the cost of 
goods but requiring goods to be de- 
livered at prices which did not ab- 
sorb costs.” 

Inasmuch as the Nugent plan and 
similar plans which have been ad- 
vanced have been considered dead 
in most circles, and have occasioned 
practically no interest for many 
months, the resolution of the NAM 
board came as a surprise, possibly 
indicating that a move to revive the 
Nugent plan can be anticipated. 

The NAM resolution said nothing 
about informal postwar-buying 
plans which have been developed in 
connection with the purchase of 
war bonds, under which these bonds 
are earmarked for specific postwar 
purchases, and presumably does not 
apply to such plans. In some cases, 
notably those of Blackstone house- 
hold appliances and Cessna aircraft, 
postwar “priority” lists have been 
established for customers who pur- 
chase war bonds and indicate their 
desires to make postwar purchases, 
but the plans are informal, are sub- 
ject to cancellation by the pur- 
chaser, and involve no firm com- 
mitments as to price, model or other 
details. 


New WPB Order 
Limits Greeting Cards 


The War Production Board last 
week limited the variety and ton- 
nage of greeting cards available to 
the public. Limitation order L-289 
|}provides that none of the 100-odd 
publishers of commercial greeting 
|cards may produce during the bal- 
ance of 1943, or any year thereafter, 
more than 60% of the new designs 
produced in 1942, or reproduce more 
lthan 80% of the old designs from 
plates on hand. 
| Their use of cards and paper is 
|limited in each quarter to 60% of 
the weight used in the correspond- | 
ing quarter of 1942. New “Dealer 
Helps” for retailers are also forbid- 
| den by the order. 


O’Meara Returns to 
J. Walter Thompson Co. 


Walter O’Meara has returned to 


Man experienced in national advertis- 


sional Office 


| Intelligent, 


HELP WANTED 


ing for southern office of national| cation or industrial. Broad experj.»,, 
to the Nugent Plan and all other| representative of non-metropolitan|all departments, including prodye. 
similar plans involving the instal-| dailies. Publisher contacts and Divi-|tion, in trade and technical ficjqy 


solicitations. Headquar- 


Vith 
ters in large city. Excellent oppor-|agency copy, contact and prod ion 
tunity. State salary. work. Would consider = industri, 
Box 4120, ADVERTISING AGE, Chgo. house-organ or public-relation ioh 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St.—Chicago 
ADVERTISING MANAGER WANTED 
Long established leading firm in tech- 
nical news and business paper field 
with headquarters in New York 
wants advertising manager. Prefer 
man who has creative ability, can 
produce finished copy quickly, has 
mature judgment and a good business 
understanding in the engineering and 
construction fields. We use direct 
mail and house organs heavily, other 
media lightly. Department is well or- 
ganized to produce what is created 

by advertising manager. 


Our business serves the war effort 
and will improve tremendously after 
the war. Applicant should be draft 
exempt, with best of references and 
furnish personal information in detail 
when answering. This job is impor- 
tant and permanent. 

Box 4116, ADVERTISING AGE, 
STENO,-ASSISTANT 
capable young 
with good background; stenographic 
work in advertising department of 
ethical pharmaceutical house located 
near north side of Chicago. No adver- 
tising experience necessary; chance 
for right kind of girl to develop as 
assistant to Advertising Manager. 
Starting salary $130 a month. 

Box 4121, ADVERTISING AGE, Chgo. 


N. Y. 


woman 


; POSITIONS WANTED . 

ADV. MGR, 38, COLLEGE Grad. ad- 
vertising school. 11 yrs. industrial 
sales-advertising office equipment, 


heating. 6 yrs. newspaper. Last job 
increased local-national linage 57% 
over larger chain paper. 


Box 4108, ADVERTISING AGE, Chgo. 


Editor, Advertising Manager—)} 


Go anywhere. 


and art studios as director and « 


__ POSITIONS WANTED 


Energetic. Good mixer. Familiar , 


Box 4118, ADVERTISING AGE, Cho, 
ADVERTISING MAN—Free Lance 
22 years advertising experience. fy. 
cellent record on _ sales-prod 
copy. Can originate, execute 

campaigns. 
Box 4115, ADVERTISING AGE, | 


icing 
ite 


nego 


CONTACT-ADMINISTRATIO\. 
PRODUCTION-ART DIRECTOR 
For past 18 years have owned adver. 
tising, graphic arts and art servic 
Formerly with agencies, graphic arts 
Ontact 
man. Married, 2 children; physica}), 
fit; over draft; energetic; personable. 
affable. National, trade publications 
direct mail, newspaper, 93 syndicat 

service. 
Box 4122, ADVERTISING AGE, Che. 


REPRESENTATIVE AVAILABLE 


My particular field of advertising 
(Sales Promotion and display insta}- 
lation service) restricted because o; 
war. Enables me to make change and 
give benefit of my sales contacts, [f 
an established acquaintance with 
consumer goods executives and dis. 
trict managers located in Chego. is 
vitally important to your selling 
effort, it will pay you to investigat 
my record. 19 years handling 
sales contacts for one firm. Created 
mdsg. display ideas, mkt. research 
production. Married, age 41, draft 3A 
Salary secondary to connection wit! 
opp. 

Box 4117, ADVERTISING AGE, Chego 


al 


BUSINESS OPPORTUNITY 


I HAVE A CLIENT WHO WANTS To 

BUY ESTABLISHED PROFITABLE 

INDUSTRIAL PERIODICAL. ONE 

HUNDRED THOUSAND DOLLAR 

PROPERTY MINIMUM. 

FRED A. DIBBLE, 14 EAST 47 8ST 
MANHATTAN 


Paul I. Aldrich, | 
Veteran Publisher, 
Executive, Dies 


Chicago, May 18.— Paul Irving 
Aldrich, editor emeritus of The Na- 
tional Provisioner, and for many 
years one of the leaders of the busi- 
ness’ publishing 
field, died at Bay 
Village, O., last 
Saturday after a 
long illness. The 
funeral was held 
today in subur- 
ban Evanston. 

Mr. Aldrich, 
who was 73 years 
old, served the 
meat packing 
publication for 37 
years, and at the 
time of his re- 
tirement in 1940 
was president 
and editor. He 
had been presi- 
dent of the Chicago Business Papers 
Association, president of the As- 
sociated Business Papers, Inc., and 
president of the National Confer- 
ence of Business Paper Editors, as 
well as a director of the Audit Bur- 
eau of Circulations. 

Starting his business career as a 
Denver newspaper reporter after 
graduation from the University of 
Denver, Mr. Aldrich became editor 
of Bicycling World, New York, join- 
ing the National Provisioner in 1904. 
He was editor of the publication 
when it was moved to Chicago in 
1919, and later was made president 
of the company. 

The business publisher had a 
wide acquaintance among leaders of 
his own industry and others, and 
was a close personal friend of Her- 
bert Hoover, with whom as Presi- 
dent of the United States he had 
many contacts while president of 
the editorial conference. 

He is survived by three sons and 


Paul |. Aldrich 


Union League Club. 

Mr. Dey began his career with the 
biscuit company as a salesman 34 
years ago. He became sales man- 
ager of the Newark agency and 
then metropolitan sales manager of 
the New York bakery. 


ROY MARSHALL 

Detroit, May 18.—Funeral serv- 
ices were held at Dowagiac, Thurs- 
day for Roy Marshall, Detroit ad- 
vertising man who helped organize 
the trade publication, Concrete. He 
became editor and later business 
manager of that publication until 
1925, when he opened his own ad- 
vertising agency. 


Phillips Wyman in New 
Post for McCall Corp. 


Phillips Wy- 
man has been 
appointed to the 
newly created § 
post of director ? 
of publication 
selling of the Mc- 
Call Corporation, 
New York, pub- 
lisher of Mc- 
Call’s, Redbook, 
Blue Book and 
other magazines. 

The __ position 
embraces both 
advertising and 
circulation se1ll- 
ing activities of the publising 
house. Prior to joining McCall, M: 
Wyman was for two years execullvé 
secretary of the Periodical Publish- 
ers Association and before th! 
business manager of the “Save-‘ne- 
Surface” campaign of the Paint & 
Varnish Industry for two year 

John E. Smith, for the past 
years eastern advertising mar 
of McCall’s, has been appointed a¢- 
vertising manager. From 1930 © 
1935 Mr. Smith was assistant to eé 
vice-president of the McCall ©° 
poration, and prior to 1930 was ‘0° 
six years a member of the wes'°!™ 


Phillips Wyman 


ine 


ger 


ie 


a daughter. 


GEORGE DEY 


New York, May 18.—George E. T. | 
Dey, eastern sales manager of the | 
Loose-Wiles Biscuit Company, died | 
yesterday while attending a lunch- 
eon with company associates and | 


his duties as director of the creative 
department of J. Walter Thompson 
Company, New York. 

Mr. O’Meara had been a member | 
of staff of Brigadier General Wil- 
,liam J. Donovan, Office of Strategic | 
Services, since Nov. 1. 


representatives of the ewes | 
mett advertising agency at the 


advertising staff of McCall’s. 


MULTIGRAPHED LETTERS 
with perfectly matched * in 
tell your story and SAVE **e 


nographer-power. 


CALDWELL LETTER SERVICE 


Tribune Tower, Chicaso* 
SUPerior]8154 
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May 24, 1943 


ADVERTISING AGE 


Prepare Factual 
Medicinal Copy, 
Cullen Urges 


New York, May 20.—Advertising 
copy for medicinal preparations 


the Proprietary Association of 
America, asserted here yesterday at 
the group’s 61st annual convention. 

It is a known fact, said Dr. Cul- 
len, that when the crusading :ainor- 
ity desires to attempt to show that 
advertising expenditures are un- 
necessary, Or to demonstrate ex- 
travagant or false and misleading 
advertising copy, they always select 
proprietary medicine copy. This 
situation must be rectified. He al- 
juded to the use of such words as 
“amazing” and “magic” in describ- 
ing medicinal products as particu- 
larly objectionable and declared 
that although there has been some 
improvement in advertising, “there 
is still room for greater improve- 
ment.” 

Fred J. Stock, chief of the drugs 
and cosmetics section of the War 
Production Board’s chemicals divi- 
sion, declared that the drug indus- 
try’s supply picture “is clearing as 
more definite allocation programs 
are being developed,” despite con- 
tinued shortages of some highly es- 
sential raw materials. 


Glycerin Problem Critical 


Although drug manufacturers 
may not expect any further cuts in 
allotments to them of alcohol and 
glycerin, two vital raw materials, 
the outlook for the latter “is black,” 
and the industry must continue to 
get along on 60% of base-period 
use, contended Mr. Stock. Until the 
general shipping situation clears up 
materially no relief can be expected 
on sugar, he said. 

Referring to the promotion of 
vitamins, Mr. Stock observed, “I 
might say that some of the phrases 
used in the promotion of your vita- 
min products do not put us in a 
position to defend the essentiality of 
viamins in pharmaceutical prod- 
ucts.” 

Robert Deupree of the drug, cos- 
metics and soap section of the Office 
of Price Administration, predicted 
that within the next few months 
specific dollar and cents maximum 
prices for drug and cosmetic prod- 
ucts will be extended. 

“In so far as practicable, OPA is 
moving toward this readily under- 
standable and enforceable method 
of price control for all items of mass 
consumption, including many drug 
and cosmetic products,” he said. “In 
carrying out this program, the pol- 
icy outlined in the President’s 
hold-the-line order will be strictly 
followed, and any prices which are 
excessively high, unfair or inequit- 
able will be reduced.” 


Named Manager of WEAN 


Joe Lopez, manager of Station 

WICC, Bridgeport-New Haven, has 
taken on added duties as manager 
of WEAN, Providence, which post 
was vacated by Malcolm Parker, 
who entered the Army. Rose Pow- 
ers has been appointed assistant 
station manager of WEAN, and 
Florence Ballou assistant station 
manager of WICC. 


THAT'S MY 
MEAT 


WHAT'S YOUR PROBLEM? 


My dramatically illustrated, color- 
‘ully written, basic advertising mes- 
sages have helped 


many. Your letterhead 
och brings specimens. 
FB Stormville,n. 


Palmer Hoyt 
Named New OWI 


Domestic Director 


Washington, D. C., May 19.—Pal- 
mer Hoyt, publisher of the Portland 
Oregonian, will take over the duties 
of the domestic director of the Of- 
fice of War Information on or about 
June 20. Ten days later, Gardner 
Cowles Jr., Des Moines publisher 
who has held the job for the past 
year, will return to private life. 

The appointment of Mr. Hoyt, 
publisher of the Portland newspaper 
since 1938, capped a series of minor 
changes within OWI. There were 
signs that OWI might be getting 
ready for one of its periodic up- 
heavals, which generally results in 
the ejection of some department, 
and a re-naming of the rest. 

Mr. Cowles’ resignation brought 
the OWI rollcall to three: the other 
two were Milton Eisenhower and 
Clyde Vandeburg. 

Mr. Eisenhower, brother of Gen. 
“Ike” Eisenhower, and long-time 
information man in the government, 
left his post in the overseas division 
to become president of Kansas State 
College at Manhattan, Kan. He had 
been credited with developing the 
organizational plans of OWI. 

Mr. Cowles’ resignation was not 
unexpected, although Capitol chat- 
ter had placed it around June 30. 
Officially, the reason given was to 
attend to his business interests, and 
sources close to Mr. Cowles insist 
that his organization has been feel- 
ing the manpower drain. Unoffici- 
ally, many observers were inclined 
to bet on another objective: the 
1944 campaign for Wendell Willkie. 


Close to Willkie 


In 1940, Mr. Cowles and others 
sparked the wildfire campaign 
which brought Willkie from com- 
parative oblivion into the Phila- 
delphia convention of the Republi- 
can party, and won the GOP nomi- 
nation. Still close to the 1940 GOP 
flag-bearer, Mr. Cowles accom- 
panied him in his trip around the 
world last fall, impressions of which 
are recorded in the current best- 
seller, “One World.” 

Clyde Vandeburg, deputy director 
of OWI and chairman of the gov- 
ernment’s inter-agency production 
information committee, resigned to 
become general manager of the Air- 
craft War Production Council, East 
Coast, Inc. His headquarters will 
be in New York. A former director 
of industrial relations for Packard 
Motor Car Company, Mr. Vande- 
burg will continue to serve with 
OWI, working as a _ non-salaried 
consultant on labor and manage- 
ment industrial relations in the air- 
craft field and elsewhere. 

But rumors persisted in gathering 
about OWI’s no-longer fair head. 
One said that the food conference 
held in Hot Springs would bring 
such intense criticism from the 
press that OWI would fail to get 
the cooperation which has been far 
more responsible for its success than 
its planning and direction, which 
frequently have been erratic. 


NAB Committee Calls 
for New Radio Law 


“New legislation is the only hope 
of free radio in America,” a special 
legislative committee of the Na- 
tional Association of Broadcasters 
declared last week in Washington, 
D. C. Summoned to examine the 
|White-Wheeler bill which would 
amend the Communications Act of 
1934, the broadcasters deplored the 
Supreme Court decision of May 10 
which they said “places broad and 
fantastic powers in the hands of the 
Federal Communications Commis- 


sion.” 

The committee consisted of Nev- 
ille Miller, NAB president; Don S. 
Elias, WWNC, Asheville, N. C.; 
Clair R. McCullough, WGAL, Lan- 
|caster, Pa.; James D. Shouse, WLW, 
Cincinnati; Frank M. Russell, Na- 
tional Broadcasting Company, and 
Joseph H. Ream, Columbia Broad- 
‘casting System. Plans were made 
to participate in the hearings on the 
|White-Wheeler bill, scheduled to 
start May 25. 


NBC Publishes Tribute 


National Broadcasting Company, 
| New York, has published a brochure 
| titled “Sincerely Yours’. The bro- 
chure, originally prepared as an 
NBC advertisement to run in trade 
publications, hails advertisers, agen- 
cies, and a host of others for their 


| effort. 


noteworthy contributions to the war | 


O'Sullivan to ae 
Sponsor Leon 
Henderson on Blue 


New York, May 19.— O’Sullivan 
Rubber Company, Winchester, Va., 
has contracted for its first network 
broadcast, effective August 14, over 
70 stations of the Blue Network. 

The company will sponsor a 15- 
minute program featuring Leon 
Henderson, former administrator of 
the Office of Price Administration, 
which will be heard Saturdays from 
6:45 to 7 p. m., EWT., with repeat 
at 11:30 p. m. for mountain and 
Pacific Coast areas. 

The airings will originate from 
Washington, D. C. Advertising and 
Sales Counsel, Inc., Winchester, 
Va., handles the O’Sullivan account. 


Mail Pouch Renews 


Mail Pouch Tobacco Company, 
Wheeling, W. Va., has renewed 
“Counterspy” on the Blue Network 
for another 13 weeks, effective June 
28, which will round out a full 
year’s sponsorship by the company. 
The program is heard Mondays, 
from 9 to 9:30 p. m., EWT, on 65 
Blue stations. Walker & Downing, 
Pittsburgh, is the agency. 


Sub for Jack Benny 


General Foods Corporation will 
replace Jack Benny’s program with 


“Those We Love,” beginning June 


6 and continuing through Sept. 26. 
Jack Benny is heard Sundays over | 
the NBC network from 7 to 7:30 
p. m., EWT, and the _ substitute 
moves over to the Benny spot from 
Columbia. Grape-Nuts and Grape- 
Nuts Flakes will be jointly pro- 
moted. Young & Rubicam is the 
agency. 


Replaces Skelton Show 


Brown & Williamson Tobacco 
Corporation will replace the Red 
Skelton show, which goes on vaca- 
tion June 15, with a former favorite, 
“Beat the Band,” over the NBC net- 
work. The summer series will fea- 
ture Hildegarde as mistress of cere- 
monies, Tuesdays from 10:30 to 11 
p. m., EWT, originating from Radio 
City, New York. Russel M. Seeds 
Company, Chicago, handles the ac- 
count. 


Banner Leaves WNEW 
to Join USMS 


Jack Banner, for the past three 
years publicity director of Station 
WNEW, New York, has resigned to 
become a lieutenant in the U. S. 
Maritime Service. 

Mr. Banner was formerly editor 
of Radio Guide and conducted his 
own public relations office for a 
time. During his stay with WNEW 
his department won five national 
awards for outstanding public rela- 


tions endeavors in the radio field. 


Coming 
Conventions 


May 24-26. Associated Business 
Papers, Skytop Lodge, Skytop, Pa. 


June 2-4. Association of National 
Advertisers, wartime conference, 
Waldorf Astoria, New York. 


June 7-9. Newspaper Advertising 
Executives Association, annual con- 
ference, Hotel Pennsylvania, New 
York. 


June 16. National Publishers As- 
sociation, one-day conference, Wy- 
kagyl Country Club, New Rochelle, 
New York. 


June 22-23. Pacific Advertising 
Association, wartime emergency 
conference, Fairmount Hotel, San 
Francisco. 


June 25—National Industrial Ad- 
vertisers Association, regional con- 
ference, Hotel Statler, Cleveland. 

June 25-26. Audit Bureau of Cir- 
culations, Mount Royal Hotel, Mont- 
real. 

June 28-30. Advertising Federa- 
tion of America, wartime confer- 
ence, Waldorf Astoria Hotel, New 
York. 


Oct. 19-20. Inland Daily Press 
Association, annual meeting, Hotel 
Sherman, Chicago. 


FIRST 
IN THE SOUTH 


Memphis Market Has the 
Largest Population! Largest 
Area! Largest Retail Sales in 
the South! 


- 


| 


With a total population of 


|market is largest in the 
| South. 


Memphis is a great distribution center Cotton Prices: 1932—4c per lb. OPA 
2% million, the Memphis because of its superb transportation Ceiling Price today —21.8c. 545% 
facilities —10 railroads, and Missis- Increase! And Memphis is the biggest 
sippi River Inland Waterway Service. cotton market in the world 
MEMPHIS PRESS-SCIMITAR 
es * : . - 3 »: / 
= ay gee a ‘= ange ; * he 


The recognized Memphis Market Area includes 76 
counties in West Tennessee, North Mississippi, 
East Arkansas, and Southeast Missouri. It is the 
largest trade area east of the Mississippi River 

a Billion Dollar Market. As the logical distribu- 
tion center for this area, Memphis has a stable 
prosperity which will endure in the morrow of 
peace —a fertile field for permanent sales gains. 
And every advertising schedule should include the 


‘i 


sah 


history——116,21 
erage 


National 


a” =a aid 


Memphis Press- 
evening papers. 
ing community achievements, it is splendidly pro- 
ductive for advertising. And today it of- 
fers the highest circulation in its 62-year 


of Memphis. 
Advertising 
Scripps-Howard 


THE SOUTH’S BIGGEST MARKET AREA 
—MEMPHIS 


Scimitar—one of America’s finest 
With a long record of outstand- 


1—complete evening cov- 
Represented by 
Department of 
Newspapers. 
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May 24, 1943 


“IM GOING BACK 
TO THE SOIL. 
UNCLE DUDLEY " 


Those of little faith had just about decided that it would 
never happen, but the Globe’s model Victory Garden in the 
Fenway was finally planted yesterday—15 days behind sched- 
ule. The weatherman had done his darn‘dest. but he couldn't 
hold back the Spring forever. 


There was no excess ceremony, but a silent prayer ac- 
companied each wedding of seed and soil. 


The presiding elders were Prof. Paul 


and Mrs. John Gallagher, Globe farmer- 
ette. (Has anyone got a Second World 
War version of the “farmerette” title 
which came from the First World War 
home front?) 


To the thousands of Boston Victory 

Gardeners who will plant their own plots 

AY » \ this coming week-end, Prof. Dempsey is- 
% ~.. sued a warning today. “Have your peas 


in the ground by Sanday at the latest.” he 
cautioned. “Failure to do so will very likely result in disap- 
pointment. Late as the season is, there is very little time left 
in which to plant peas with any hope of success. Peas planted 
after Sunday are almost certain to mature in extreme hot 
weather. They won't prosper in hot weather.” 


, Mes Dempsey, Globe garden director; 
iggy Cap'n Curtis Higgins, gardener-on-deck, 


Globe Victory Garden experts anticipate more seasonal 
weather from now on and plant growth will be rapid, they 
predict, 


All crops scheduled for planting up to May 1, according 
to the Globe Garden plan (which should be in the possession 
of all Globe Garden Club members) were planted yesterday. 


They included chard, parsley, cabbage, parsnips, onion 
sets, carrots, beets, lettuce, broccoli, spinach, kohl rabi, radish, 
cress, mustard, kale, early peas, late peas, green bush beans. 
wax beans, early potatoes, early and midseason corn. 


Writes EARL BANNER, Parmer Nephew of Uncle Dudley, who, report- 
ing the progress of the Globe's Victory Garden Program, said last week: 


In addition to the seeds, Prof. Dempsey, Cap'n Higgins 
and Mrs. Gallagher—the complete Globe garden crew—set 
out 24 lettuce plants, 30 broccoli plants, and 40 cabbage 
plants. The large model garden, at least, now looks as though 
it had always been there. 


As soon as the seedlings poke their heads above ground, 
this column will tell you so. In the meantime, we promise 
to refrain from the popular habit of surreptiously unearth- 
ing the seed to find out why it doesn’t grow fast enough to 
suit our fancy. 


Prof. Dempsey had no apology for planting early potato 
seed one day after warning the rank and file of Victory Gar- 
deners against wasting space in this practice. The idea seems 
to be that those who do find seed may derive some benefit 
from the later reports on what happens to the potatoes 
planted in the Fenway. 


Dempsey also had a word to say about corn. “There is a 
common fallacy that corn should be planted in hills. Nothing 
could be further from the truth. Corn will do better when 
planted in rows, like beans, peas and other crops. Each plant 
will have a better chance in a row 
than when bunched in a hill. If the 
gardener insists on bunching his 
corn plants, let him hollow out a de 
pression with his hoe or hand and 
plant his seed in the hole, but never 
hill wp the earth when planting corn. 


All Boston Victory Gardeners 
are invited to attend a planting and 
canning demonstration meeting in 
Horticultural Hall Saturday after- 
noon from 2:30 to 5 o'clock. The 
Norfolk County 4H Service Club is sponsoring the meeting. 
Gardeners and canning authorities scheduled to appear in- 
clude Edward S. Farrington, Foster Weiss, Earl Nodine, and 
Miss Tena Bishop. 


One of a series of articles on Victory gardening by Earl Banner, appearing — exclusively in Boston — in the BOSTON GLOBE. 


The Boston Globe 


Morning + Evening + Sunday 


BE BETTER READ IN T 


NCLE DUDLEY, signer of Globe editorials since 
1891, has become synonymous with The Boston 
Globe. For over fifty years Uncle Dudley's clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 
but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 


corner of Webster's fence in Commonwealth 


Ave. There are the swan boats in the Public 


Gardens — the celebrated silver free lunch 
dishes in Locke-Ober’s W inter Place restaurant, | 
and there are the Uncle Dudley editorials in 

‘The Globe.’” 


Through seven decades Uncle Dudley's family of 
nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 
They bring Globe readers exclusive, up-to-the-minute 
news and comments. Here are just a few members of 


Uncle Dudley's family, today : 


DerotHy THompson ¢ Ernest LinpLtey ¢ Heven Lom- { 


eel 


BARD ¢ Ernie Pyce ¢ Fietcuer Pratt ¢ Witwam H. 
STONEMAN © JoHN LarpNER @ Jay FrankLIn ¢ JouN 
Barry ¢ Potty Wesster « Otto Zausmer * Henry 
Harris © Harotp Putnam ¢ Satry Stuart ¢ Georce 
AntHem @¢ ANN Dean @ Water LippMANN ¢ JOHN 
Kieran © Samuet Grarton ¢ Epcar ANset Mowrer ¢ 
Greorce Wetter « Neri Gues ¢ Rosert J. Casey 
e Nat A. Barrows « Paut Guaut ¢ Henry McLemore ¢ 
Heven Kirkpatrick ¢ Ricnarp Mowrer « A. T. STEELE 
e Letanp Stowe @ Atten Haypen ¢ Waverty Root « 
Dorotuy Huttyer « Dororny Dix ¢ Emity Post ¢ Joun 
STeINBECK @ Louts M. Lyons ¢ James Morcan ¢ CHARLES 
Merritt ¢ James Powers e Cartyte Hort e Eu 
| CuLBertson ¢ GranTLAND Rick e Haroip Kagse ¢ 


— 


Jerry Nason ¢ Josepu F. DinneEN 


Supplementing these writers are the world’s best | 
news and picture services: 


Chicago Daily News Foreign Service* | 
Overseas News Agency* 
Associated Press 
New York Herald-Tribune News Service® 


Chicago Sun Foreign Service* 
Toronto Star News Service* 
A.P. W irephoto 
Acme Photo Service* 
United Press 


| *Exelusively, in Boston, in Tue Boston Giose 


BEST READ NEWSPAPE 
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PHOTOGRAPHIC rearpurean 
REVIEW OF 
THE WEEK 


THREE-WAY COOPERATION 


‘ICE BOX' IN MODERN TRIM 
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Asphalt shingles will be glorified in a 


FIGs 


new roofing booklet soon to be issued at peratinn Vo 

by Celotex Co. The blonde, brunette a) sp 
and redhead used in this illustration will ote ww EG with ar. 
emphasize the variety of colors, textures — — 


and styles of shingles in the Celotex line. y assthLD: — 
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STRONG APPEAL 
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Conservation of fresh foods to protect their vitamins and stretch ration points is 

emphasized in this new display for the modern air conditioned ice refrigerators 

manufactured by Ice Cooling Appliance Corp., Morrison, Ill. Increased produc- 

tion (750,000 ice refrigerators will be manufactured and sold priority free this 

year) and use of non-critical materials emphasize a low-price story. Cruttenden 
& Eger, Chicago, is the agency. 
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Liggett & Myers symbolizes the spirit of cooperation between farmer, factory 


worker and fighter in this effective new poster for Chesterfield cigarets, litho- 
graphed in full color by Forbes Lithograph Mfg. Co., Boston. 


JEWELRY COPY PRAISES WHOLESALERS 


‘TOMBSTONE’ ADVERTISING IS OUT 


SAVE TODAY...to enjoy America’s wonderful world of tomorrow > * \ 
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Public reaction to the current campaign 
of Steinway & Sons indicates that in war- 
time, as well as peacetime, home and 
children hold their place in the thoughts 


of the average American. Letters from For more than a year Jacoby-Bender, Inc., maker of J-B watch bands, has been 

THE MILWAUKEE COMPANY all types of people, from housewives to devoting many of its advertisements to the problems of jewelry merchandising 

Investment Securities : Army sergeants, have praised the theme under a war economy. Three recent pieces of copy in the series, shown here, 

7 aay BAST ALyeore of the series. N. W. Ayer & Son is the give the jewelry wholesaler due credit for the stability of the jewelry trade. 
4 \ =~ / Steinway agency. A. W. Lewin Co., Newark, is the egency. 


STOCKING PAINTING IN THREE EASY LESSONS 


The Milwaukee Co., Milwaukee investment house, passes up the usual chaste, 

small-space form of presenting security offerings for this highly-attractive half 

page which appeared in the May 2 Milwaukee Journal. Striking illustrations, 

prominent name display and a forward-looking slogan distinguish the series, 

which includes half pages and 20-inch fill-in ads. The Journal's copy service 
division originated the campaign. 


TIDE WATER STARTS NEW SERIES 


Showing how to apply cosmetic stockings are these beauties who work for Richard Hudnut, Rieser Co. and Helena Ruben- 

stein, respectively, three of the numerous cosmetic makers who are cashing in on the field left open by the absence of nylons 

and silks. At the left the model is applying Du Barry Leg Makeup, a new preparation. Center, Reiser Co.'s Venida liquid 

is doing its part, and at the right Rubenstein's Legstick, the handy stocking in lipstick form, is being used. These and other 

leg makeup manufacturers are stepping into strong promotions scheduled for the warm-weather season wsing magazines and 
some radio, with considerable emphasis on dealer cooperation. (Story on Page |.) 


TELLS FARMER'S STORY TO CITY FOLK 


Target for Tonight._Hitlers glass jaw! 


ig? © the wert ever Germany 


: TIDE WATER ASSOCIATED (Veo 
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Tide Water Associated Oil Co., New York, used this advertisement to launch a 

series of full-page, four-color insertions, May 19 in Collier's, Life and The Satur- The importance of the farmer and food production is the message of this car card aimed at city dwellers by Wm. Wrigley Jr. 

day Evening Post, for Veedol motor oil. The campaign outlines the petroleum Co. The farmer and his horse-drawn plow and the towers in the background symbolize the closeness and interdependence of 

ndustry’s contribution to the war effort. kennen & Mitchell, New York, is the farmers and city people in the war effort. This and other posters to follow are designed to impress city folk with the farmer's 
agency. (Storv on Page 43.) contribution to the war effort. 
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CENTERS 


Feb. 1942 Feb. 1943 


Birmingham, Ala... .. . 678 1520 
Los Angeles, Cal. ..... 3159 9088 
eae 1566 3873 
San Diego, Cal. ...... 927 2570 
New Haven, Conn. .... 645 1572 
Macon, Ga. ........ 388 1173 
Indianapolis, Ind... .. . 2617 $564 
Baltimore, Md. ...... 4542 9173 
Springfield, Mass... ... 775 1614 
Detroit, Mich. ....... 5458 12248 
Akron, Ohio. . . . 1587 3629 
Columbus, Ohio . . . 1998 4355 
Youngstown, Ohio .... 746 1740 
Portland, Ore. . 1115 2518 
Memphis, Tenn . 1067 2344 
Dallas, Texas . 579 1733 
Houston, Texas _ $809 2902 
Norfolk, Va. . . 1441 3710 
Seattle, Wash. . . . 1480 3044 


Milwaukee, Wisc. . 1271 2777 


Average Real Story gain in 20 cities: 135% 


12-MONTH CIRCULATION 
GAINS IN 20 WAR-INDUSTRY 


Estimated Feb., 1943, Real Story sales vs, Feb., 1942 


Per cent 
gain 
124 
188 
147 
177 
144 
202 
113 
102 
108 
124 
129 
117 
133 
126 
129 
199 
259 
157 
106 
118 


| REAL STORY “Em 


| HAS ALMOST TRIPLED 
‘ ITS NEWSSTAND SALE IN 19 MONTHS 


# 
f a4 


Real Story, earliest member of the _ triple its initial circulation. This record 
Hillman Women’s Group, made its news- newsstand growth—most fundamenta! of 
stand debut with the November, 1941, all gauges of reader interest—is proof ot 
issue, selling 156,157 copies. Now well Real Story’s strong appeal to young women 
into the second quarter of 1943 with an _ wage-earners, today’s top market for ad- 
estimated average newsstand sale of  vertisers of toiletries, cosmetics, apparel 


419,000 copies, Real Story has close to and a long list of other products. 


HILLMAN 


WOMEN’S GROUP 


HILLMAN PERIODICAL BUILDING, 1476 BROADWAY, NEW YORS 


9126 Sunset Boulevard, Los Angeles ° 333 North Michigan Avenue, Chica 
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